
Trade fairs spread their wings in 2010
A spark of hope comes alive for the tourism industry as the latest data from International Tourism Trade Fairs Association signifies an upward trend

BY HELEN BOOTH

Tourism takes flight with poise in 2010

International Tourism
Trade Fairs Association
(ITTFA) has ignited a

spark of hope for the
tourism industry at the start
of 2010, indicating that
rates of decline appear to be
easing – a trend which is set
to continue.                                 

The latest data from
ITTFA has signified that
the decline in international
tourism may have subsided.

Chairman, ITTFA, Tom
Nutley commented: “Des-
 pite the recession, bookings
and space sold well. Visitor
numbers may have been
down, but this is not neces-
sarily a negative as attendees
are key industry players and
more focused.”

This has provided the
tourism industry with
encouraging news and a
solid start for 2010, which
has already seen positive
movement. Chair, Reed
Travel Exhibitions (RTE),
Meetings and Incentives
Events, Vanessa Cotton
recently announced RTE’s
newest event at EIBTM,

namely America’s Incentive
Business Travel and
Meetings (AIBTM) in
Baltimore – an event which
has been tailor made specif-
ically for the North
American market.

Commenting on the key
objectives of AIBTM,
Cotton said: “We aim to
equip the US buyer and
supplier community with
the tools to create more
effective meetings and
events of their own.

Baltimore is able to attract
an estimated 13,000 meet-
ing buyers and we are confi-
dent that anyone in the
meetings and events indus-
try in North America will
want to be in Baltimore 
for AIBTM.” 

Mirroring this optimism
as the industry steps into
2010 is Moroccan Travel
Market (MTM), which
joined ITTFA in 2008.
Director, MTM, Kamal
Essoulami said: “Morocco is

entering an exciting phase
and despite the recession
there is great optimism for
the future, confirmed in the
UNWTO international
arrivals figures, and we
expect a strong attendance
at our 2010 event.” 

Scheduled to be held
from January 14 to 17, the
exhibition will boast two
new specific pavilions,
namely MTM MICE for
the events industry, and
MTM premium for the lux-
ury sector.

Also stamping its positive
mark on 2010, and imme-
diately succeeding MTM is
Fitur, set to be held from
January 20 to 24. Celebrat-
ing its 30th anniversary,
Fitur 2010 has continued to
reinvent itself year after
year. Key objectives will be
to encourage communica-
tion between the trade fair
and all of its participants:
exhibitors, sector profes-
sionals, general public and
the media, all of which can
now follow Fitur trade fair
news on Facebook.   

Furthermore, to draw
attention to its desire to
achieve sustainable develop-
ment of the sector while
boosting its role as an essen-
tial forum for learning about
new trends in tourism, the
Trade Fair Institution of
Madrid (IFEMA) has creat-
ed, jointly with UNWTO
and the Madrid Tourist
Board, the section Fitur
Green, which will include
proposals designed to pro-
mote rational energy use in
the hotel sector. 

This initiative falls under
the auspices of the
European Hotel Energy
Solutions project, which
was conceived to respond to
the growing phenomenon
of climate change and its
impact on tourism.

The resilience of the trade
fair sector, and its dogged
determination not to let
harsh economic conditions
grind it to a halt, provides
an optimistic and encour-
aging start to the year for
the travel and tourism
industry across the world.

Standing at over
828m!, the emirate’s
latest landmark and

high-profile addition to its
iconic skyline, Burj Dubai,
renamed Burj Khalifa, has
been unveiled. 

Boasting over 160 storeys,
as well as the most floors in
any building anywhere in the
world, Burj Khalifa is recog-
nised globally as the world’s
tallest building. Director, UK
and Ireland, Dubai Depart-
ment of Tourism and Com-
merce Marketing, Ian Scott
said: “The completion of
Burj Khalifa represents a new
era in architectural design
excellence in Dubai. 

“As the world’s tallest
structure, it will attract
tremendous attention from
every corner of the globe,

Unification on climate change
the perfect platform to pro-
mote the Middle East and
for Dubai to showcase its
diversity and assert its posi-
tion as one of the world’s
most important tourism
destinations.”  

Burj Khalifa features one
of the world’s highest public
observation decks, At The
Top, located on level 124,
offering visitors panoramic
views of Dubai. 

Furthermore, at the cen-
tre of the tower, is the
world’s first Armani hotel,
which is scheduled to open
early this year. Standing at
over 40,000m!, the proper-
ty will include a fleet of
hotel rooms and 144 luxury
residences, all furnished
with pieces from the Armani
Casa range.

DESTINATION

The ebb and flow of
Kuwait’s growing tourism
industry is bringing with it
a wave of desire to realise
its hidden potential as a
destination capable of satis-
fying all travellers 
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UPDATE

Fuelled by a wish to attract
more tourists, resorts are
beginning to blossom
across Morocco, with
increased flights making
the country even more
accessible than before
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ANALYSIS

Global efforts are under-
way to inject some fun
and cyber-savviness into
the world of museums
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SPOTLIGHT

Following predictions of
tourism growth, East
Africa is readying itself
for an upswing in demand
by welcoming a host of
major international hotel
groups
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New dawn for design

During the much
awaited Copenha-
gen summit on

December 18, WTTC and
UNWTO both addressed
the challenges of climate
change from the objective
viewpoint of the travel and
tourism sector. 

The event highlighted
leaders from the private and
public sectors from across
the world and all sectors of
the industry. Under the
leadership of WTTC and
UNWTO, examples of best
practice were presented in
order to communicate to
policy makers and the rest of
the industry travel and
tourism’s proactive approach
to carbon emissions’ mitiga-
tion and adaptation.

Secretary general, ad

interim, UNWTO, Taleb
Rifai said: “UNWTO’s
Davos Declaration Process
on climate change response
paved the way to position
the tourism industry as a
relevant player of global cli-
mate neutrality, joining
forces for tourism to speak
as one in Copenhagen
responds furthermore to a
key recommendation of the
UNWTO Roadmap for
Recovery, highlighting the
importance of building a
strong public-private dia-
logue and boosting strong
partnerships. 

“The great cross-cutting
impact of our industry
makes it necessary to estab-
lish and maintain this close
collaboration and I am 
confident that together we Continued on page 2

will contribute to a better
positioning of travel and
tourism in the global cli-
mate response agenda.”

President, WTTC, Jean-
Claude Baumgarten added:
“The travel and tourism
industry urges global lead-
ers in the wake of the
Copenhagen Agreement,
regardless of its final form,
to engage the private sector
in translating the interna-
tionally agreed framework
into transparent, supportive
and progressive national
and regional policies.

“The travel and tourism
private sector has always
sought a deeper working
relationship with govern-
ments, and the anticipated
Copenhagen Agreement
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Home-grown pride
Abu Dhabi-based

hotel management
group, Cristal Hotels

& Resorts, has affirmed its
commitment to the growth
of the emirate following last
year’s successful opening of
Cristal Hotel Abu Dhabi,
its first hotel.

Located in the heart of
the business district, just a
short drive from Abu Dhabi
International Airport,
Cristal Hotel Abu Dhabi
has been designed to be
equipped with modern
lifestyle technology and ser-
vices, as well as world-class
rooms and suites, restau-
rants, a health club with
personal trainers, indoor
pool and spa, business cen-
tre, and a selection of meet-
ing rooms.

The guestrooms include
specially designed mattress-
es, interactive telephones
and free Internet access,
ensuring business as usual
for its guests.

Commenting on the
group’s strategic growth
plans, chairman, Cristal
Hotels & Resorts, Mo-
hamed Abdul Baki said:
“We are very interested in

positioning Abu Dhabi as a
global hospitality leader and
support its tourism growth
plans. Cristal is proud to be
a home-grown brand.”

With projects in the
pipeline including several
properties within Abu
Dhabi, Dubai and outside
the region, the group plans
to ensure that the demand
for quality business travel
accommodation is well
catered to.

CEO, Cristal Hotels &
Resorts, Peter Blackburn
expressed: “We are well
aware that Abu Dhabi is
expecting approximately
4,000 rooms to open up in
the emirate shortly, but
these past months have
proven that quality business
travel accommodation is in
high demand. 

“With a strong manage-
ment team and the experi-
ence to manage both wet and
dry hotels, we are extremely
confident that Cristal Hotels
and Resorts’ future growth
plans will not only boost the
hospitality industry, but also
mirror Abu Dhabi’s capacity
for success during challeng-
ing times,” he concluded.
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Unification on climate change
will provide an excellent
opportunity to further
develop this relationship,”
he continued.

Director general, IATA,
Giovanni Bisignani reiterat-
ed the call for a global sec-
toral approach to climate
change under the leadership
of the International Civil
Aviation Organisation
(ICAO). Bisignani identi-
fied environmental respon-
sibility as a top priority for
aviation, alongside safety
and security. 

Accordingly, the aviation
industry is globally united
with a commitment to sta-
bilise emissions with carbon
neutral growth from 2020
and a 50 per cent net reduc-
tion in carbon emissions by
2050. “Aviation is a global
industry that moves with
global standards,” he said.

“Our commitment to
reducing emissions includes
all the value chain-manufac-
turers, airports, air naviga-
tion service providers and
airlines across all geogra-
phies. Because our business-
es operate across borders,
aviation has a unique track

record of finding global
solutions to even the most
difficult issues. For example,
under ICAO’s leadership,
we found a solution to noise
that accommodated the
needs of developed and
developing nations. We are
a model for industry-gov-
ernment co-operation within
the UN framework. Aviation
will be the only industry
bringing a global solution to
Copenhagen.” 

There was also a role to
play for every Pacific Asia
Travel Association (PATA)

The travel and tourism industry must speak with one voice and acknowl-

edge its environmental responsibilities

Sound
Bites

“Kuwait has changed a lot
but it is still a small desti-
nation where you can still
feel the Arabian culture.” 
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Director of sales and mar-
keting, Mövenpick Hotel
& Resort Al Bida’a
Kuwait, Ali Haddad

“The current trend in most
of the world’s airports is
the establishment of shop-
ping centres. Thus, we
believe that the future of
travel retail lies in the
development of the airport
duty free mall.” 
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CEO, Hellenic Duty Free
Shops, George Velentzas

member in the battle against
climate change. CEO,
PATA, Greg Duffell said:
“The travel and tourism
industry must speak with
one voice. We must
acknowledge our environ-
mental and social responsi-
bilities and support every
practical measure that seeks
to reduce carbon emissions.

“Our industry does recog-
nise the importance of con-
tributing to the debate and,
more importantly, turning
words into meaningful, deci-
sive actions.” 

Continued from page 1
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HOTEL CHECK 
Suitable for: 

Business

Meetings

Banquets

Leisure

Families

TTG staff and correspondents assess services used by them. We
report the results, which are based on a one-time experience only

and view services from a customer perspective.

Nicos Nicolaou

Radisson Blu Residence, Dubai Marina

Grand spring opening

Millennium Hotels
and Resorts has
announced that

Grand Millennium Hotel
Al Wahda is scheduled to
open its doors during the
spring season in Abu Dhabi.

Located at the busy and
dynamic centre of the city,
the 850-room, -suite and 
-apartment, eco-oriented
property proclaims to have
been carefully designed to
conform to the highest
environmental standards.

Its dining portfolio is set
to feature seven themed
bars and restaurants serv-
ing a range of Oriental,
Asian, Italian and interna-
tional cuisines, while recre-
ational facilities are to
include a 2,700m! spa
offering a full range of sig-
nature treatments, as well

as a fully-equipped health
club with all leisure and
exercise facilities.

“The property has
tremendous potential par-
ticularly as it is connected to
one of the most prestigious
malls in Abu Dhabi – Al
Wahda Mall,” remarked
general manager, Grand
Millennium Hotel Al
Wahda, Abel Damergi.
“Our aim is to achieve a
great harmonisation with
this stunning location.

“Our employees will be
carefully selected to main-
tain the highest standards
of day-to-day operations,
and will be prepared to
respond swiftly to any guest
requirements,” he contin-
ued. “Caring for our
employees is a particular
Millennium trait.”

In spite of a late night arrival, I was pleased to find that the staff at
Radisson Blu Residence, Dubai Marina were ready and waiting for me,
which resulted in a swift and seamless check-in.

As I was in Dubai for business, the suite I was allocated made my stay
more than comfortable and allowed me to relax and unwind after a hard
day’s work. The room was fantastic with all the modern amenities you
could imagine, as well as a stunning view overlooking the Dubai Marina
project. The spacious dining, sitting, bedroom, bathroom and kitchen
areas were complimented well by outstanding service and housekeeping.

While there was little time for recreation I was able to benefit from the
property’s gym. The relatively small size of the gym made for a very warm
and friendly atmosphere, and the equipment within was just right.

The hotel gave me everything I could want, and more. After a day’s
work, it was just like going home.

Weddings

Honeymoons

Wellness

Culture

VIPs

"

"

"

"

"

"

A new five-star luxury
property which will
stand on a 57-storey

glass tower, Hotel JAL
Tower Dubai of JAL Hotels
is scheduled to launch in
April this year.

Executive officer and pro-
ject director, JAL Hotel,
Chiyuki Fujimoto said:
“Expanding the footprint of
JAL Hotels’ brand in the
market has always been one
of our objectives and cer-
tainly Dubai has proven to
be the destination with the

Glass icon in Dubai
highest potential.

“With Hotel JAL Tower
Dubai, the brand is further
developing its presence
within the Middle East
region,” he added. 

The 270m!-high tower
above Sheikh Zayed Road
will aim to offer a genuine,
business-oriented establish-
ment. Boasting panoramic
views of the Jumeirah
Coastline, the property will
also benefit from a central
location near Dubai Inter-
national Financial Centre
(DIFC) and Dubai Inter-
national Convention Centre
(DICC). 

Upon completion, the
hotel will feature 471 rooms,
suites and luxury apart-
ments, as well as a number of
dining, leisure, relaxation
and business facilities.

In a bid to cater towards
the strong business travel ele-
ment of the destination,
Hotel JAL Tower Dubai will
offer a choice of business
facilities including 600m!
of modular meeting space. 

April will see the launch of the tower

http://www.ttgmena.com/
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Algeria (DZD) 73.7        106.1

Bahrain (BHD) 0.38        0.54

Egypt (EGP) 5.5          7.9

Iran (IRR) 10,073    14,495

Iraq (IQD) 1,174      1,689

Jordan (JD) 0.71        1.03

Kuwait (KD) 0.29        0.41

Lebanon (LBP) 1,511 2,174

Libya (LYD) 1.25 1.80 Prices correct as at December 29, 2009

$   1 C  1Currencies

Morocco (MAD) 7.9        11.4

Oman (OMR) 0.39        0.56

Qatar (QAR) 3.64        5.24

Saudi Arabia (SAR)    3.75        5.40

Syria (SYP) 46.6        67.0

Tunisia (TND) 1.34        1.92

UAE (DHS) 3.67        5.29

Yemen (YER) 208         300      

$   1 C  1

Sharjah Investment and Development
Authority (Shurooq) recently hailed
the conclusion of its successful partici-

pation at Investment and Tourism
Conference – Oman 2009.

CEO, Shurooq, H.E. Marwan Al Sarkal
and other delegates met with various
investors and dignitaries from the GCC
region, and discussed issues related to
investment opportunities and the tourism
sector which are expected to lead to further
growth in the GCC economy. 

Commenting on Shurooq’s participation,
Al Sarkal said: “The tourism sector is con-
sidered a cornerstone in all economies and
is a major source of job opportunities for
the region. With other sectors focusing on
refurbishment after being hit by the finan-
cial crisis, we think this is the right time to
invest in sectors that can maintain the bal-
ance and aid the growth of the economies.”

Al Sarkal further expressed that the con-
ference was the ideal platform to discuss and
share thoughts and to meet with investors

Effective cost reduction strategy

Thai Airways Inter-
national (THAI)
recently announced

that it reduced its non-fuel
expenses for the first three
quarters of 2009 by some
$310 million.

According to president,
THAI, Piyasvasti Amranand,
the reductions came from

UAE growth story receives acclaim

The Technical Federal
Institute of Zurich
University recently

classified the UAE in first
position in the region, and
35th internationally, in its
ranking of countries that
have shown maximum inte-
gration with the world
economy, based on 24 eco-
nomic and social criteria.

The results are said to
have been borne out of the
country’s effective promo-
tion of the legal framework
of the economic, invest-
ments and trade activities in
the country, with several
economic laws having been
finalised, and the increasing

Successful participation in Oman

The conference was seen as an ideal platform upon

which to discuss issues surrounding investment in the

tourism sector

various sources under
THAI’s cost reduction mea-
sures. The company expect-
ed to achieve $357 million,
or 15 per cent, of actual cost
reductions in the fiscal year
2009. Based on average cost
reductions per month on the
first three quarters of 2009,
THAI reduced non-fuel
costs by $310 million. 

Cost reductions resulted
from cutting unnecessary
expenses as well as revising
work processes to increase
productivity and efficiency.
The company began con-
trolling non-fuel related
expenses as a means of man-
aging its finances and
remaining competitive. 

For the first three quarters
of 2009, the cost reductions
were in areas that could be
reduced without impacting
safety, quality, or standards
of services, with the majority
achieved through areas such
as personnel-related expens-
es, flight crew and cabin crew

eager to contribute to the growth of tourism
in the GCC through world class projects.

The conference covered key issues such as
the importance of investing in the tourism
sector, the current obstacles facing the sector,
the global trends that have proven to be a suc-
cess, and investment opportunities in Oman
through the economical plan of Oman 2020.

role of the private sector, in
addition to making them
internationally compatible.

According to Minister of
Economy, UAE, H.E.
Sultan bin Saeed Al
Mansouri, the UAE econo-
my continues to effectively
diversify into tourism, trade
and services, which in turn
have helped establish a stable
platform for inward interna-
tional investments, and have
helped it in the times of cri-
sis and prosperity.

“Concerted efforts to
diversify the economy and a
policy of openness adopted
by the UAE’s leadership have
been the prime drivers in

establishing the UAE as the
second largest Arab econo-
my,” he said, adding that the
country’s GDP rose from
$1.77 billion in 1971 to
$253 billion in 2008, an
increase by 114 times.

Al Mansouri further docu-
mented that the significant
economic achievements of
the UAE owe to the coun-
try’s leadership which
accords priority to undertak-
ing development projects,
particularly in healthcare,
education and infrastruc-
ture, which have played an
instrumental role in laying
the fundamentals for robust
socio-economic growth.

costs, marketing, sales, adver-
tising, leases on aircraft,
engines, and spare parts.

Personnel-related expens-
es reduced by 12.5 per cent
from the previous year,
overtime reduced by 47.7
per cent, flight crew and
cabin crew expenses by 26
per cent, administration
expenses by 19 per cent,
and sales and advertising
expenses by 19.3 per cent.
In addition, flight opera-
tional expenses reduced by
67 per cent, flights service
fees by 15.6 per cent, air-
craft maintenances by 21.5
per cent, and the rental of
aircraft and spare parts by
63.9 per cent.

Ground customer services
were expected to be able to
achieve cost reductions of
$628,000 by implementing
a reduction of overtime pay,
strict control of the invest-
ment of both domestic and
overseas stations, and rene-
gotiating hotel expenses.

Abu Dhabi-based Al
Jaber Aviation (AJA)
recently announced

that it successfully closed
financing for two Embraer
Legacy 600 private jets.

The company sealed the
club deal with the participa-
tion of three leading local
and international banks,
including Al Hilal Bank as
security trustee, security
agent and investment man-
ager, National Bank of Abu
Dhabi as book runner, and
BNP Paribas as arranger.

CEO, Al Jaber Aviation,
Mohammed Al Jaber com-
mented: “The deal was ini-
tiated and completed
despite the consequences of
the global financial crisis,

Further strengthening its fleet

The deal is seen as a reiteration of the financial community’s trust in the company

and is a reiteration of the
financial community’s trust
in Al Jaber. 

“The financing deal will
complement our opera-
tional plans and acquire a
full capacity fleet. We are
diversifying our fleet and
will soon have different
types of aircraft suiting the
needs of our most discern-
ing guests.”

The financing package
extended a 10-year tenure to
finance the purchase price of
the aircraft, which have been
delivered already to AJA.
The Embraer Legacy 600
Private Jet planes are con-
sidered amid the highest
performing aircraft in its cat-
egory. They can fly non-stop

to continental Europe and
some parts of Asia, and their
cabins comprise a cus-
tomised 13-seater alignment.

Al Jaber added: “We
appreciate the support and
commitment we received.
With the support of our
partners, we are committed
to further strengthen our
aviation business by adher-
ing to our philosophy of
delivering an unparalleled
travelling experience by
adopting the highest stan-
dards of luxury. 

“Our growth goals are
aligned to the UAE sup-
porting leadership’s direc-
tives to develop Abu Dhabi
as a major hub for VIP air-
craft services,” he added.

Seeking to advance liberalisation

Represented by UAE
representative, Inter-
national Civil Avia-

tion Organisation (ICAO),
Ayesha Al Hamili, the 
UAE recently signed a
Multilateral Statement of
Policy Principles regarding
the implementation of
bilateral air service agree-
ments, at the IATA 2nd

Agenda for Freedom.
This industry initiative,

which was also signed by
Chile, Malaysia, Panama,
Singapore, Switzerland, the
US, as well as the European
Commission, seeks to
advance liberalisation in
international air transport.

The Statement of
Principles addresses three
main areas; freedom to

access capital markets – prin-
ciples that would open the
possibility for airlines to
access global capital markets;
freedom to do business –
principles oriented at reduc-
ing restrictions on market
access; and freedom to price
services – principles that
would allow greater freedom
to price airline services in
line with market realities.

All participating states
and IATA are said to recog-
nise and relentlessly support
the role that ICAO plays in
advancing liberalisation in
international air transport.

The UAE underscored
that, while the airline indus-
try has a legitimate right to
raise this issue, governments
also have the genuine right to

request that the concept of
liberalisation be authentically
embraced by all airlines. 

It is widely recognised that
the country has extensive
experience with foreign air-
lines that individually, or as a
world alliance, act in a con-
trary manner to the liberali-
sation agenda by lobbying
their governments to min-
imise or request withdrawal
of market access rights of
other competing airlines.
While suggesting that other
governments, not represent-
ed at this summit, be invited
to endorse this initiative, the
UAE is said to have stressed
it will continue to pursue a
second stage of the liberalisa-
tion agenda where traffic
rights are included.

According to Amranand, the

reductions came from various

sources under THAI’s cost reduc-

tion measures

http://www.ttgmena.com/
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Dubai Duty Free (DDF) Foundation has announced
a donation of $1.5 million to Smile Train, one of
the world’s largest charities dedicated to repairing

cleft lip and cleft palate deformities in children.
The latest announcement from the duty free facility

marks the largest single donation earmarked for Southeast
Asia received by Smile Train since it was established 
in 1999. 

Managing director, DDF, Colm McLoughlin, who pre-
sented the cheque, said: “Since we started our foundation
in October 2004, we have been working with several 
local and international charities that have specifically
helped children. 

“With the appointment of Anne Smith as manager of
DDF’s corporate responsibility department last year, we
have been able to better identify and study a number of
causes that are close to our heart. 

Donating funds brings a smile to children 
“Following a good deal of research by Anne and a field

trip to the Philippines, we felt that both the charity and the
country were without doubt the right choice.”

Smile Train, which was founded ten years ago by 
two friends and business associates, Charles Wang and
Brian Mullaney, is focused on the problem of cleft lip and
palate surgery which affects millions of children in develop-
ing countries. 

The charity has a global network of thousands of partner
hospitals and participating cleft surgeons in 76 of the
world’s poorest countries.

The $1.5 million donation by DDF is to be used over a
three-year period at two Smile Train partner centres in the
Philippines: Philippine Band of Mercy in Manila and
Maharlika Centre in Davao City, Mindanao. 

The funds will be used to recruit more staff, and perform
3,800 cleft lip and palate surgeries.

Humanitarian aids
A humanitarian relief

aid initiative from
the UAE recently

took flight at the Dubai Air
Show 2009. 

Maximus Air Cargo, a
leading air cargo solutions
provider in the UAE  joined
forces with Etihad Airways
and Abu Dhabi Airports
Company (ADAC), to
launch ‘Care by Air’,  which
aims to provide cargo space
‘at cost’ to deliver aid to dis-
aster-stricken areas around
the world. 

President, Maximus Air
Cargo, Fathi Hilal Al
Buhazza together with
CEO, Etihad Airways,
James Hogan, and senior
vice president, operations,
ADAC, Ahmed Al Haddabi
pledged their support as
founding members by sign-
ing a memorandum of
understanding. 

The document was also
signed by supporting mem-
bers represented by chair-
man, UAE Red Crescent
Authority, Ahmed Humaid
Al Mazrouei, and country
director, United Nations
World Food Programme,
Finbarr Curran.

According to IATA figures,
only 70 per cent of the max-
imum cargo loading capacity

is used across the world
which is equivalent to four
million tonnes of empty
space, every week, every year,
in more than 3,400 airports
across 220 countries. 

Filling 0.0003 per cent of
this space would effectively
feed five million people in
need for a day. 

These facts provided the
rationale for ‘Care by Air’
and the idea to expedite
relief aid across the world
within a sound commercial
framework. 

CEO, Etihad Airways,
James Hogan commented
on the initiative: “As the
national airline of the UAE,
we are uniquely placed to
support the Emirate’s
humanitarian aid initiatives
both in our community and
further afield. We are proud
to work alongside local part-
ners as part of ‘Care by Air’.”

Adding to this, Al
Haddabi, underscored the
commitment of ADAC:
“With a sustainable business
model behind it, ‘Care by
Air’ represents a perfect
example of how private and
public businesses can work
together for mutual benefit,
and play an active role in
supporting humanitarian
programmes.” 

Crowne Plaza Abu
Dhabi took along a
celebratory UAE-

Day cake to the Special
Care Centre for all the chil-
dren and staff, to celebrate
UAE National Day which
took place on December 2. 

The Crowne Plaza Abu
Dhabi regularly supports
the centre through various
dining promotions, auc-
tions and special events
whereby proceeds go to The
Special Care Centre –
Donate A Brick Campaign.
Crowne Plaza Abu Dhabi’s
aim is to make a difference
both environmentally and
socially within the UAE and
the global community.

As part of Crowne Plaza
Abu Dhabi’s support to the
community in general, with
a main focus on the envi-
ronment and youth, the
hotel has taken the initia-
tive of becoming a lifetime
partner with the Special
Care Centre.

The spirit of giving
throughout Ramadan was
not forgotten at the Crowne
Plaza Abu Dhabi Hotel,
who raised some $3,300 for
the Special Care Centre –
Donate a Brick Campaign,
as a result of their Ramadan
dining promotion.

The Special Care Centre,

Making a difference
which was founded in 1989,
has been running an educa-
tional facility for students
with special needs in Abu
Dhabi for 19 years. 

It launched the Donate A
Brick Campaign, under the
patronage of Sheika Sham-
ma Mohammed Bin Zayed
Al Nahyan to raise funds of
$7 million to build a state of
the art school for all the
children with special needs
in Abu Dhabi.

The care centre, which
started off looking after just
ten children, now cares for
almost 70 children from all
walks of life and of various
nationalities. 

The centre has a growing
waiting list and hopes to be
able to build new premises
in the near future to accom-
modate more children with
special needs including chil-
dren suffering from condi-
tions such as Down
Syndrome, Cerebral Palsy,
Autism, Delayed Develop-
ment, and Intellectually
impairment.

The most important aim
of the school is to provide a
vital comprehensive educa-
tional, therapeutic, self-
help, social, and vocational
skills to each and every
mentally and physically
challenged child.
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International News Round Up

*Mexico: Wyndham Hotels and Resorts and Palace Resorts
has announced that four Palace Resorts properties in
Mexico will join the Wyndham brand. The newly joined
properties are Beach Palace in Cancun; Isla Mujeres Palace
on Isla Mujeres; and Playacar Palace and Xpu-Ha Palace,
both in Riviera Maya. Xpu-Ha Palace is set to be rebranded
as a Wyndham Resort while Beach Palace, Isla Mujeres
Palace and Playacar Palace are due to gain the Wyndham
Grand Resort designation. All will continue to be owned
and operated by Palace Resorts. *Sri Lanka: Calls by inter-
national cruise vessels to Sri Lanka are on the rise, accord-
ing to the Middle East office of Sri Lanka Tourism
Promotion Bureau (SLTPB), with an increasing number of
cruise liners including Sri Lanka as a port of call in their
itineraries. Director – Middle East, SLTPB, Heba Al Ghais
Al Mansoori commented: “Colombo used to be a regular
port of call for cruise ships sailing in the Indian Ocean and
the destination is now gearing up for increased business
from this sector.” *Italy: Hotel de Russie, a Rocco Forte
Collection property in the heart of Rome, is offering guests
the opportunity to visit a cultural event celebrating the
works of Italian Baroque artist Caravaggio in Italy. The
exhibition, set to run from February 18 to June 13, 2010,
has drawn paintings from all over the world and is expected
to also generate interest from the MENA region. “With
direct flights into Rome from Dubai on Emirates Airline,
this is an ideal trip for Middle Eastern travellers to immerse
themselves in Rome’s rich cultural heritage,” said sales direc-
tor, Middle East, The Rocco Forte Collection, Adel Soukah.

Hosting premier events

Marina Bay Sands has unveiled a strong line-up of
premier events for the Sands Expo and
Convention Centre that will aim to bring over

150,000 attendees to the integrated resort.
Confirming its place as one of Asia’s newest premier loca-

tions, Marina Bay Sands has sealed events from industries
including engineering, legal, property, consumer lifestyle,
textile, life sciences, machinery, manufacturing and renew-
able energy.  

“We are proud that Marina Bay Sands is the premium venue
for conventions, meetings and exhibitions in Asia,” said pres-
ident, Marina Bay Sands, Thomas Arasi. “Marina Bay Sands
has a unique appeal and the wide variety of different events is
a strong sign of support for us and for Singapore.” 

Alongside a range of returning events that have chosen
Marina Bay Sands as its host is an annual conference for top
lawyers, organised by the Inter-Pacific Bar Association
(IPBA). With the theme of ‘Climate Change’, the IPBA
2010 conference will count former US Vice President and
environment champion Al Gore as its keynote speaker.

“This speaks volumes about the ability of Marina Bay
Sands to attract established marquee trade events and to
expand the MICE market for Singapore by attracting new
shows,” remarked vice president, sales, Marina Bay Sands,
Arthur Chernov.

The team behind Sands Expo and Convention Centre is
expanding and working on more than 100 additional
prospects for MICE over the next four years, from indus-
tries including medical, IT, telecoms and logistics. There
are over 50 prospects for exhibitions in the next two years
from industries such as security, life sciences, medical, IT,
media, communications and luxury consumer goods.

Upon full completion, Marina Bay Sands will feature flexible convention and

exhibition facilities

ILTM 2009 proved to be successful recipe

Since the eighth ILTM
in Cannes came to a
close, feedback from

the world’s definitive collec-
tion of luxury experiences
and VIP buyers has high-
lighted that the event
exceeded all expectations by
providing a forum for unri-
valled serious business.

With over 43,000 pre-
scheduled appointments,
buyers took the opportunity
to immerse themselves in
the latest trends and hot
new destinations to recom-
mend to their clients.

Director of sales and mar-
keting, The Chedi, Oman,
Lore Koenig remarked: “It’s
our fourth time. Buyers are
very positive. It is the most
civilised of all trade shows
because of the way it is
organised. There have been
no bargain hunters. All have
been professional and we
have had positive discussions
on how to do business over
the coming year. Overall it
has been very usefu   l.”

A key highlight of the
event was the ILTM
Ultratravel Forum which

covered two main issues –
Keeping Luxury Relevant in
Today’s Market and The
Future of Luxury Travel –
with a panel of industry
experts. Main points raised
in this live debate included
the need to exceed expecta-
tions and to achieve magic –
president, Nomads of the
Sea, Andres Ergas; and luxu-
ry travellers are not prepared
to forgo their annual family
trips – president, One&Only
Resorts, Paul Jones. 

Exhibition director, Reed
Travel Exhibitions, Debbie

Joslin commented: “The
introduction of new initia-
tives like the ILTM
Ultratravel Forum and
Focus Forums as well as
Speed Networking provided
the industry with new
opportunities to discuss,
negotiate and place business.

“It was clear that many
saw this year’s ILTM as a
future barometer on the lux-
ury travel market sector. It
has been particularly pleas-
ing that the sector can look
to 2010 with confidence
and renewed optimism.”
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Covering an area of 17,818km! on the coast of the Persian Gulf, Kuwait has survived a
dramatic transformation from a nation of pearl divers to one of the world’s largest oil
exporters, and while determined to remain true to its heritage and traditions, Kuwait is

on another path of steady evolution, with specific focus on broadening its tourism potential.
“Kuwait has changed a lot but it is still a small destination where you can still feel the real

Arabian culture,” director of sales and marketing, Mövenpick Hotel & Resort Al Bida’a
Kuwait, Ali Haddad told TTG. “I think that the Ministry of Tourism needs to organise
more international exhibitions and events to attract people from around the world rather
than just from GCC.”

With Kuwait International Fairs preparing to host the destination’s Travel World Expo
from May 26 to 30, it seems that such requests have been answered.

A leading networking seminar series, the event is dedicated to unlocking business poten-
tial with the Middle East and pan-Arab region and aims to bring together exhibitors with
tour operators and both leisure and MICE buyers alike. With a wide ranging exhibitor pro-
file list, the exhibition is expected to provide a variety of events including press conferences
and award ceremonies, thereby aiding to place Kuwait on the global tourism events map.
Within the 7,000m! is an expansive exhibition area as well as a VIP buyers’ lounge, and a
200-seat theatre boasting state-of-the-art technological systems that are ideal for hosting
multimedia events, films, lectures and meetings.

Aside from its ability to host such events, Kuwait also has the capacity to offer a range of
attractions and services, though these are not always highly visible to travellers outside the
GCC. This has urged Kuwait Tourism Services Company and Touristic Enterprises
Company, two premier agencies working in the field of tourism, to take great strides to
ensure tourists are offered exhaustive information about the destination. 

Communications co-ordinator, Mövenpick Hotel Kuwait, Dina Ghazali also believes
that Kuwait has the potential to attract travellers from other sectors: “We do believe that
Kuwait will be able to cater to other sectors in the future. The reason behind it is that the
Kuwaiti government launched a 20-year tourism plan in 2005 to allow for the development
of the travel and tourism sector. 

“Kuwait’s tourism relies on regional visitation, specifically on Saudi Arabian tourists. The
relatively high cost of vacationing in Kuwait makes it unlikely to become a mass-tourism des-
tination. The strong Islamic traditions make this country a very attractive destination to Arab
heritage tourists, despite the competition from other states in the gulf,” she explained to TTG.

Business first

In spite of efforts to highlight Kuwait’s potential as a tourism destination, the country for
now is still famed mostly for its ability to cater strongly to the corporate traveller. “The hos-
pitality industry in Kuwait is heavily dependent on the business travellers,” area director,
PR, Sheraton Kuwait Hotel & Towers, Caroline Zaher told TTG. “However, there are a
number of people on family visits to Kuwait, mostly from the neighbouring countries.” 

While the country’s hotel sector is moderately small and still in a state of relative infancy, it
can nonetheless boast a world-class hospitality which is continuing to grow. “No one could
deny the significant boom in the hospitality industry whereby new hotels and brands are enter-
ing the market and thus positively reinforcing the tourism sector here in Kuwait,” said Zaher. 

“Kuwait has a very rich cultural tradition and heritage and the Kuwaitis are very warm
and hospitable, which is a vital component of tourism. Being strongly connected to its cul-
ture and heritage, Kuwait is a very modern country featuring state-of-the-art attractions and
landmarks such as the liberation tower and Kuwait Towers. Other attractions include the
scientific centre and various museums. Shopping – both modern and traditional – also pre-
sents ample opportunities.

“To sum it up, I believe that Kuwait is an attractive destination and we look forward to
the tourism sector’s further developments in the future,” Zaher concluded. 

The belief that Kuwait has the potential to grow in different directions is also shared by
general manager, Radisson Blu Hotel Kuwait, Jan Petter Eilertsen, who told TTG: “Kuwait
has a huge potential, but so far is not looked upon as a destination for tourism. The true
authentic Arabic experience can still be found in Kuwait and the country’s biggest assets are
the Kuwaitis with a desire to preserve a past of which they are proud. 

The ebb and flow of Kuwait’s tourism industry is bringing with it a new wave of
desire to realise its hidden potential as a destination capable of satisfying both

corporate and leisure travellers alike. Alexandra North reports

Sailing into the future
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“Development to compete with other GCC countries is however mandatory to attract
new segments. Yes, I would like to see Kuwait as a destination for tourism but not to com-
pete with Dubai. There is room for a niche tourism that appreciates the authentic before
the artificial,” he remarked.        

Super-sized ventures

Kuwait’s landscape is indeed changing and adapting to a number of mega developments
that are sweeping across the country. While most are weighted towards the real estate sec-
tor, hospitality and recreational elements are also being taken into consideration in the
plans. Kuwait University City is a $5.2 billion educational complex in Shadidiyah which
will spread over some 4.9 million m! west of Kuwait City. Upon completion in 2014, it
will consist of a hotel, three campuses including faculties, a hospital, sports facilities, audi-
toriums and a housing complex.

While City of Silk in Subbiya, also known as Madinat Al Hareer, heralds the imminent
arrival of a $130 million mega real estate development, it simultaneously illustrates a commit-
ment to the country’s heritage with the inclusion of a Culture City.  The three other main dis-
tricts of the project will comprise a Finance City, Leisure City and Ecological City, and once
completed in its entirety in 2023, City of Silk is expected to house some 750,000 residents.

The much talked about Failaka Island remains on hold at this time, with no deadlines
confirmed for completion and a re-tender expected to come about following a postpone-
ment of the project. In spite of this, the project signifies a certain desire for the nation to
build on its current tourism infrastructure and when it does move forward, the intention is
for the development to span 26km! east of Kuwait City and to encompass some 20 hotels,
a range of recreational facilities, chalets, a golf course, housing units and a marine park.

Cherishing loyalty

Such mammoth developments have not pushed existing properties into the shadows, rather
pressed them to strive for excellence and enhance their offerings. Mövenpick Hotel Kuwait
is stepping into 2010 with a promise to deliver a five-star quality experience. “[Our key
objectives for 2010 are] to deliver a five-star quality experience – on arrival, at the welcome,
in-room, and at farewell – which can be achieved by following up on the ‘Go for excellence’
programme which is the company’s training programme to enhance the application of the
mini hospitality requirements in the workplace throughout all levels,” Ghazali told TTG.

“We also need to have an active and determined quality assurance community which fol-
lows up on the daily basis on the desired quality standards. Another point that needs to be
taken into consideration is to live and further enhance the ‘cherish’ loyalty programme at
all levels. It is the company programme for guest recognition to anticipate guest preferences
by the time they come back to the hotel.”

Ghazali also indicated that another aim for 2010 was to achieve and exceed the proper-
ty’s financial results as well as further develop the reservation skills in order to achieve incre-
mental revenues. “[We will also] appoint and retain competent talent on the property level,
further groom and support the number twos – which will result into growing them into
department head positions in the hotel or in the company.” 

Moreover, the property aims to move through 2010 providing its guests with constant
quality and innovative culinary experiences, according to Ghazali. “[We will do this] by
employing live entertainment in all restaurants, making sure we provide a memorable expe-
rience. We will also offer value-for-money spent by proving products and promotions,
which makes us different from our competitors. An important ingredient is to share the best
practice within the country area and region, and to be aware of what the competition is
doing,” she told TTG.

Safety counts

It is not only the hotel sector that is working hard to stay in the game, as Kuwait’s flag car-
rier recently proved by demonstrating its commitment to changing with the times in order
to elevate its position. 

Kuwait Airways Corporation selected GE Sensing and Inspection Technologies’ XL Go
video borescope to support its rigorous aircraft inspection regime. The portable XL Go has
advanced image handling and data transfer capabilities, boosting the airline’s productivity
and efficiency while complying with global aviation safety regulations. 

Kuwait Airways prides itself on its culture of safety; a key component of which is regular
and comprehensive inspection of aircraft structures, engines and components. Remote visu-
al inspection is an essential task in any routine maintenance programme for aircraft engines,
and the XL Go is one of the most lightweight, high-resolution video borescopes on the mar-
ket to tackle inspections in small, hard to reach places.

“The XL Go is truly portable and ideal for on-wing inspections, weighing only 3.8lbs and
requiring no cable connection,” said engineer, Kuwait Airways, Adel Khalfaraj. “We are
impressed by the fact that we can now store data in jpeg, bitmap or Mpeg format in a large
on-board memory and easily transfer data via flash memory stick. The ease-of-use of the
instrument has meant that training is fast and minimal and our inspectors are now pro-
ductively using the instrument operationally.”

The carrier currently operates a fleet of 17 aircraft reaching 46 countries around the
globe. It has a firm commitment to providing the finest service and comfort to passengers
while continuing to rank safety as one of its highest priorities. 

January 15, 2010

TTG: Have there been any develop-
ments recently in terms of fleet or route
expansions?

We recently launched a twice-daily service
to Abu Dhabi and this month we will be
starting to fly to Latakia in Syria. So, we will
cover all destinations in Syria, which helps
us to position ourselves as a leading region-
al network carrier. We are also adding more
frequencies to our existing network in the
Middle East, Europe and Africa.

TTG: What are you doing to enhance the
overall passenger experience?

In October we introduced our new Business
Class service to give our guests a very com-
petitively priced and much more person-
alised service in the air, with complimentary
food and drink, 40kg baggage allowance,
access to airport lounges, more cabin space
and dedicated check-in. We have also
upgraded our Economy Class menu. 

TTG: Why should travellers choose
Jazeera Airways?

Because they get the best value-for-money.
We have a great schedule which gives you
flexibility, we have the leading on-time per-
formance of all airlines in the Middle East,
a young fleet with a high level of reliability,
world-class suppliers like Lufthansa
Technik, and we offer a great product at
prices other airlines can only dream of. 

TTG: What are your key objectives for
2010, and how will you implement these?

Profitability beats growth. Right now we
have 30 aircraft on order, with the next one

to join our fleet this January. We will make
sure that we will not oversupply the market
at the detriment of profitability. We will
continue to strengthen our network and
gain market share, but will focus on sustain-
able profitability.

TTG: How optimistic are you feeling
about the tourism industry in Kuwait?

Well, outbound tourism will continue to
grow as travelling becomes much more
affordable for everyone. Unfortunately, we
don’t have any substantial  inbound tourism
into Kuwait.

TTG: Do you think Kuwait will ever be
able to become renowned for anything
else other than its ability to cater to the
corporate sector of the tourism industry? 

The pressure to build up inbound tourism is
probably not as high as it is in other parts of
the world. I personally love Kuwait and try
to get my friends and family to visit us here.
The hotel infrastructure and the restaurants
are all in great shape. The underlying prob-
lem is how to create an image as a holiday
destination.

TTG: Which international trade shows
will you be present at in 2010, and why is
it important to maintain a presence at
such shows?

We are going to be present at the Arabian
Travel Market in Dubai in May. We will
work with our partners at the Ministry of
Tourism to review other possibilities
throughout the year. It is important to be
present at most of these events for network-
ing and marketing our products.

Flying high
CEO, Jazeera Airways, Stefan

Pichler talks to Alexandra North
about offering a product other

carriers can only dream of
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Exclaiming Yes I Can in 2010

The combination of
unique facilities and
a ‘Yes I Can’

approach to hospitality are
expected to aid in the
improvement of perfor-
mance in 2010 at Radisson
Blu Hotel Kuwait, accord-
ing to general manager,
Radisson Blu Hotel Kuwait,
Jan Petter Eilertsen.

“[One of our objectives
for 2010 is] to improve key
performance indicators and
business levels over 2009 by
offering first class genuine
Yes I Can hospitality and
unique facilities such as the
world’s largest wooden
Arabic dhow,” Eilertsen
told TTG. 

A further objective, he
advised, is to continue to
exceed guest expectations:
“We will continue to turn
guests into ‘fans’ by the
level, authenticity and con-
sistency of the hospitality
experience, not by gim-
micks, superficiality or
short-term thinking.”

With an eye fixed firmly
on the long-term, Radisson
Blu Hotel Kuwait will con-
tinue to show presence at
key exhibitions in the
tourism trade calendar so as
to remain firm in decision-

The property features a unique facility that comes in the form of a wood-

en Arabic dhow

Connecting with its travellers
Wataniya Airways

has recently anno-
unced the launch

of a frequent flyer pro-
gramme, Wataniya Diwan,
following directly on from
the launch of a new look
website and in line with its
strategy to provide guests
with quality service both
onboard and on the ground.

The programme, which
has been designed to be
user-friendly, consists of
three membership levels,
namely purple, silver and
gold. Each level aims to
bring a unique level of
recognition, benefits and
rewards to the Kuwait-
based carrier’s guests,
including individuals and
families alike. 

Guests will benefit from
straightforward and easily
understandable criteria
which will allow them to
easily progress through the
three levels.

Chief commercial officer,
Wataniya Airways, David
Evans commented on the
airline’s commitment to cus-
tomer service: “We’ve always
been focused on giving our
guests a level of service that

Providing an innovation platform

Leading GDS provider Travelport
recently hosted its first customer forum
in Kuwait to share best travel technolo-

gy practices with representatives from some
of the country’s leading travel agencies.

The event provided a platform for the
GDS provider to demonstrate its latest
product innovations to a core group of
Galileo-connected travel agencies, includ-
ing Caesar’s, NAS and Express Travels.
“Kuwait has a dynamic travel industry and
agents here are very keen to take advantage
of the full functionality of the GDS. As
such, we are committed to working closely
with them and equipping them with the
products and services they need to succeed,”

Personalisation is top priority
Amultimillion dollar renovation project

at Sheraton Kuwait Hotel & Towers
has further cemented the property’s

commitment to providing high quality per-
sonalised service and luxury facilities, accord-
ing to area director, PR, Sheraton Kuwait
Hotel & Towers, Caroline Zaher. 

“In line with the hotel’s continuous jour-
ney of upgrading its services and facilities to
provide guests with the ultimate luxury they
deserve, Sheraton Kuwait Hotel & Towers
has recently undergone a multimillion dol-
lar renovation project that covered all the
rooms of the hotel, altering them into mod-
ern and luxurious venues featuring state-of-
the-art facilities with two LCD TVs in both
rooms and bathrooms,” she told TTG.

“Following the rooms projects, we moved
to our Health Club that we have complete-
ly renovated giving it a new glowing look
offering state-of-the-art fitness equipment
and services ranging from endless massage
options to sauna and Jacuzzi facilities.”

With the infrastructural modifications
complete, the property is able to move into
2010 with a sharp focus on service.
“Extending high quality personalised service
to our guests will continue to be our top pri-
ority. We will also work very closely with
our existing business partners to strengthen
the existing customer base and will look out
for new potential markets to build new rela-
tionships,” she said.

The launch of Kuwait’s Wataniya Airways
and Jazeera Airways have been contributing
factors that have helped to bring potential
new markets and relationships to Kuwait,
according to Zaher. “In the past couple of
years, a couple of successful airlines have
been launched, making a positive effect on
air traffic to the country,” she said. 

A multimillion dollar renovation has further enhanced

facilities at Sheraton Kuwait Hotel & Towers

makers’ minds. “Yes, we will
be present at ITB Berlin
through the Kuwait Hotel
Owner Association, and we
will be present at ATM in
Dubai, simply because we
cannot afford to be removed
from the mind of the buyers
and decision makers,” he
told TTG.

Looking towards 2010
with a positive mindset,
Eilertson has indicated that
growth is expected from the
domestic market in 2010,
however, further infrastruc-
tural developments are
required if Kuwait is to

said commercial director, Travelport GDS
Middle East, Jennifer D’Souza. 

Teaming up with representatives from its
local operator Galileo Kuwait, Travelport
brought agents up to speed on its innova-
tive offering, while also generating discus-
sion around topics relevant to the trade.

“We are focused on maintaining high cus-
tomer service levels and delivering the best
Galileo products to our loyal customers in
Kuwait,” commented general manager,
Galileo Kuwait, Raj Krish. 

“This forum has helped us gain valuable
feedback from the local travel trade com-
munity and ensure that we are in tune with
their needs.”

is unique, innovative, and
attractive. With Wataniya
Diwan, we continue to
break new barriers by intro-
ducing a loyalty programme
within our first year of oper-
ation, something few air-
lines can match.”

“We have created a
rewarding system that is
easy to understand and
delivers its reward fast,”
added loyalty marketing
manager, Wataniya Air-
ways, Hisham Seiffeddine.
“Wataniya Diwan brings
unmatched levels of rewards
in a scheme that caters to
our all guests needs.
Exciting features like family
memberships where guests
can enrol up to eight family
members including domes-
tic servants, as well as bonus
cabin miles that offer our
guests extra miles based on
their class of travel are just
some of the benefits offered
by Wataniya Diwan.”

Enrolment can be done
through the airline’s web-
site, which has recently been
launched with a new look
and additional elements. 
As with the newly launched
frequent flyer programme,

the new website aims to be
more user-friendly. 

Visitors to the site will be
able to benefit from detailed
information about the carri-
er’s destinations and sched-
uled flights, and can also
manage their travel with
online booking and check-
in facilities.

Online marketing manag-
er, Wataniya Airways, Mai
Alowayesh remarked: “Our
guests are sophisticated in
the way they like to receive
and use information, which
makes this upgraded website
the ideal vehicle for them.
We’re giving them control
over how they book, check-
in and interact with the air-
line, regardless of where they
are or what time it is.”

In addition to online
booking and online check-
in, website guests can chat
online with Wataniya
Airways Guest Service
agents to attain instanta-
neous answers about their
reservations or other ser-
vices. Furthermore, a feed-
back facility is expected to
make interaction between
customers and Wataniya
Airways simpler than before. 

Zaher highlighted that, while Kuwait
remains a business destination, the com-
bined future plans of the public and private
sectors may bring about leisure traffic.
“Until today, Kuwait remains to be a pri-
mary business destination. However, with
regards to the tourism sector, it is evident
that the government sector together with
the private sector, are showing future plans
to further develop in this field. 

“Kuwait Tourism Services Company and
Touristic Enterprises Company continue to
work on activities and initiatives to compli-
ment the tourism industry in Kuwait,” she
told TTG.

In spite of increased air traffic fuelling
hopes of enhanced business, Sheraton
Kuwait Hotel & Towers is not sitting back
in 2010, but instead aims to be present at
exhibitions across the world, either inde-
pendently or under the full force of its
mother company. “On a regional level, we
will surely be present at the annual ATM
exhibition. As for the other international
exhibitions, we will be represented through
our mother company Starwood Hotels &
Resorts,” she confirmed.  

attemt to move towards the
leisure market. 

“We expect the domestic
tourism to grow in 2010 as
well as nationals from
neighbouring GCC coun-
tries, but the increase in vol-
ume and demand is not
expected to absorb the
increase in supply.

“Proper infrastructure to
cater towards and attract
tourism needs to be devel-
oped. Kuwait is a business
destination and less focus
has been given to facilitate
for tourism opportunities,”
he stated.

Adding to shopping experience

360 Mall, heralded as
Kuwait’s largest luxury
shopping centre, has
announced two additions
to its offering, namely
renowned South African
steakhouse, The Meat
Company, and Flower

Story at the Mall’s main
atrium, which offers a wide
variety of celebration
arrangements. The Meat
Company’s debut in Kuwait
provides a unique dining
experience in a sophisticat-
ed, yet relaxed environment.

The restaurant is located
within the Mall’s solar gar-
den, a concept zone that is
exclusive to dining outlets.
Marketing manager, 360
Mall, Claudia Lopusinska
said: “There are over 35
concepts on different floor
levels of the shopping 
centre, strategically placed
to provide shoppers with 
a unique dining experi-
ence. During the concept
selection process, we have
paid special attention in
offering the utmost quality
of food and beverages
along with providing a
luxurious and family ori-
ented ambience.”
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Mövenpick Hotel &
Resort Al Bida’a
Kuwait has recent-

ly announced the re-open-
ing of Beldani Restaurant.

After more than six
months of renovations,
Beldani Restaurant has
opened its doors again to all
seafood lovers, beckoning
them to enjoy an exotic
seafood buffet against the
backdrop of a white sand
beach. “Our aim is to offer
our guests an exquisite
seafood dining experience
unlike any other,” said gen-
eral manager, Mövenpick
Hotel & Resort Al Bida’a
Kuwait, Gary Moran.

This latest development is
just a sign of positive move-
ments that are in store for
the property in 2010,
according to director of sales
and marketing, Mövenpick

Performance exceeds expectations

Having outperformed
the market, Alsha-
mel International

Holding unveiled its strategy
for 2010 at its industry part-
nerships event in December.

Travel management com-
pany, Alshamel Inter-
national Holding recently
held a trade event for its
suppliers, during which the
company presented its wide-
spread 2009 successes and
strategic plans and vision for
the upcoming year. 

CEO, Alshamel Inter-
national Holding, Derin
Cameron said: “We are
delighted to host this event
and we are pleased to
announce such positive
trends during a difficult
time for the industry. Our
results continue to exceed
expectations, demonstrating

Keeping fitness firmly in mind

For the second consecutive year, Al
Corniche Club Resort and Spa hosted
the Kuwait Health and Fitness

Conference – a day of seminars for profes-
sionals from the health and wellness indus-
try in Kuwait.

The International Health, Racquet and
Sportsclub Association (IHRSA) conference
was made possible through sponsorships

The seminars addressed Kuwait’s fitness industry

Maintaining cautious optimism
Hotel & Resort Al Bida’a
Kuwait, Ali Haddad, who
outlined to TTG the new
promotional activities that
will be in place to further
boost business.

“Our key objectives for
2010 are mainly to increase
our sales and to remain on
track as one of the leading
resorts in Kuwait with all
the upcoming hotels plan-
ned to open early next year,
and of course to be the first
choice for both internation-
al travellers and local resi-
dents alike. 

“To implement these
objectives, we came up with
new promotional activities
like The Opera Gala Night
which took place last
November in our hotel for
the first time in Kuwait, and
the new sailing academy
which is set to open at the

beginning of next year,” he
said, adding that a further
aim is to have incentive pro-
grammes and full package
incentives in place, such as
teaming up with airline
companies or rentals to give
guests attractive offers and
value-for-money deals.

In spite of these efforts,
Haddad remains a realist
and is moving into 2010
with his eyes open and is
fully aware of the struggles
that lie before the industry.
“The year 2010 will contin-
ue to be a struggle, particu-
larly in Kuwait with an
increase in the number 
of new hotels bringing an
extra 1,800 hotel rooms
into the market. 

“And so far, there are no
signs of increase in business
to fill these additional
rooms,” he advised TTG. 

our positive performance
amidst extremely challeng-
ing conditions.”

The suppliers were updat-
ed on the company’s recent
development within the
network and its commit-
ment towards constantly
adapting new technologies
and innovative solutions. 

In early October, Al-
shamel International Hold-
ing completed phase one 
of its network improve-
ment, working with leading
technology giants to stream-
line communications and
effectively connect its
employees, clients, industry
partners and offices through-
out the region.

Commenting on the 
company’s outlook for 2010,
Cameron said: “We are very
excited about the coming

year. There is a very strong
potential for us to further
expand our operations and
provide significant value to
our suppliers and sharehold-
ers. We are confident to con-
tinue demonstrating strong
financial performance, whilst
meeting our own internal
forecasts and consistently
outperforming the market.”

Further to this, Cameron
announced that the compa-
ny has now implemented a
programme management
structure throughout the
region which will enable the
regional customers to have
one contact for all its coun-
tries. The company’s pro-
gramme managers work on
behalf of their customers
across borders and focus on
optimising travel cost and
improve service levels. 

from Diet Care, Low Carb No Sugar, The
Athlete’s Foot and Prince, and was well sup-
ported by hotels and fitness clubs around
Kuwait, with delegates from Marina Hotel,
Pliates & More, Sheraton Kuwait Hotel &
Towers, Fit4Fun, Radisson Blu Hotel
Kuwait, Palms Beach Hotel and Spa, 
C-Club, Mövenpick Al Bidaa and Al
Corniche Club attending the conference.

The four international speakers covered
diverse topics, all relevant to today’s health
and fitness industry and its challenges and
goals. According to general manager, 
Al Corniche Club, Gerard Oliver, the 
conference was highly informative with
impressive knowledge from the presenters.
“We are privileged today to have the input
of four excellent speakers with expertise
gained worldwide,” he expressed.

“Their knowledge will help us to build the
fitness industry here in Kuwait. It was also a
great opportunity to network with man-
agers and trainers from other clubs.”
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With its strategic location at the crossroads of
Europe, the Americas, Africa and the Middle
East, Morocco continues to fascinate and make

headlines around the world, particularly over the last 10
years, both as an increasingly important tourism destination
and as a hub for foreign investment. 

Positive publicity for the country has come in many
forms, notably in publications such as The New York
Times, which recently declared Marrakech, the nation’s
tourism hub, as the 13th best place in the world to visit, and
Lonely Planet, which marked Morocco as one of the top 10
destinations in the world to visit in 2010.

Furthermore, Commonwealth Business Council named
the country as African Tourism Destination of the Year in
2009 as a result of its innovation and proactiveness in
mobilising its tourism industry, while International
Association of Golf Tour Operators (IAGTO) recently dec-
orated the country with the Golf Destination of the Year
2010 award for the entire Africa, Gulf states and Indian
Ocean region.

CEO, Moroccan National Tourist Office (MNTO),
Hamid Addou expressed his delight at the latter accolade,
stating: “We’re thrilled to receive such an international dis-
tinction which is not only a great boost of confidence, but
will also steadfastly fuel our determination on building and
strengthening our relationships with the travel trade to fur-
ther promote Morocco’s different regions.”

UK-based president, IAGTO, Peter Walton further high-
lighted Morocco’s appeal to the European market: “It has

always been one of my favourite golf destinations; you can
literally tour the entire country and play great golf in each
of its fascinating cities as well as its beach resorts. Morocco
is within easy reach for most Europeans and offers excellent
value and a great experience.”

European interest

Tourism in Morocco has seen considerable growth in the
past decade, steadily increasing from 4.38 million tourists in
2001 to 7.88 million in 2008. Between the months of
January and October 2009, the country had already wel-
comed 7.066 million tourist arrivals, marking a six per cent
year-on-year increase from 2008, which in turn had also
posted a six per cent year-on-year increase from 2007. 

Morocco’s proximity to the European market, general-
ly within a three-hour flight, and yet outside the Euro
zone, is seen as a major draw to both holidaymakers and
businesses in the MICE sector seeking greater value from
their spending money. 

The importance of the European market is no more evi-
dent than in official statistics provided by MNTO. By the
end of October 2009, European visitation had accounted
for no less than 84 per cent of the country’s year-to-date
arrivals, a figure which, while counting the 3.45 million
Moroccan nationals residing abroad, justifies the govern-
ment’s unwavering focus on the European market. 

France remains the most important source market with
roughly 38 per cent of foreign visitors to Morocco during

the January to October 2009 period, followed by Spain at
22 per cent, Belgium at 5.6 per cent, Holland at 5.3 per
cent and Germany at five per cent.

Growing European interest in Morocco is made further
evident by the increased trend in foreign investment from
major European hotel brands. 

Accor Morocco, which boasts no less than a total of 
28 hotels [3,949 rooms] throughout Morocco, plans to
open three more properties in 2011 in the regions of
Tangiers, Mogador and Agadir, as well as a further eight
budget hotels in major cities through the Etap brand 
in 2011 and a Sofitel property in the city centre 
of Casablanca.

CEO, Accor Morocco, Marc Thepot offers confirmation
that European interest was a major factor behind its deci-
sion to expand further within Morocco. “We have many
projects in the pipeline to reach a target of 55 to 60 hotels
in the next seven coming years,” he told TTG. 

“Morocco has great development potential in terms 
of tourism. It is one of the few countries that can offer, 
at only three to four hours from the main cities in Europe,
such a diversity of products in terms of culture, desert, 
sea, mountain, ecological tourism, wellness, golf and others,”
he continued.

Also looking to capture a share of the growing market is
Brussels-based The Rezidor Hotel Group, which has
declared its own first-time entry into Morocco with the
signing of three new hotels set to open within the next cou-
ple of years. Mid-2011 will see the scheduled opening of

Fuelled by a desire to attract more high-spending tourists and family visits, upscale seaside
resorts are blossoming across Morocco’s Mediterranean and Atlantic coastlines, while increased

flight frequencies are creating a more accessible destination, finds Claudio Saghbini

Uplifting experiences
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two Radisson Blu Resorts, one in Saïdia and the other in
Tangiers, while the exclusive residential, shopping and
leisure development of Carré Eden in Marrakech will wel-
come a Radisson Blu Resort on its premises in early 2012.

President, The Rezidor Hotel Group, Kurt Ritter high-
lighted the African continent as one of the group’s key
emerging markets for future business development. “We
aim to further expand our young and stylish resort portfo-
lio – a reason why Saïdia and Tangiers in Morocco were
chosen,” he remarked. “Marrakech is one of Morocco’s
most important cities and sees a growing interest from
leisure and business travellers from Europe.”

Other notable openings in the near future include two
from Thailand-based Anantara Hotels, Resorts & Spas, one
in Marrakech and the other in Mogador – both scheduled
to open in 2011, while Dubai-based Jumeirah Group is also
seeking to capture a share of the burgeoning Marrakech
market with the phased opening of Jumeirah Marrakech
Golf & Polo Resort in 2013.

Improving air links

With solid infrastructure and transportation systems
primed and in position, strong emphasis has been placed on
increasing flight-frequency between Europe and Morocco.

Air Arabia Maroc, having launched just nine months ago
in April 2009, already flies to the European cities of
Marseilles, Brussels, Paris, Lyon, Milan, Bologna, Barcelona
and Amsterdam, and most recently launched to both Venice
and Bologna in Italy, and Mulhouse in France.

National carrier Royal Air Maroc has also stepped up to
the mark by recently introducing three-weekly non-stop
flights between London Gatwick Airport and Casablanca.
This latest development brings the total number of weekly
links provided by the carrier between London and Morocco
to 17, with travellers also able to catch flights to Marrakech
and Tangiers from Heathrow Airport.

However, it is not only the flag carrier that is propelling
forward with developments. Following a successful March
to October summer season, which granted the airline an
overall seat load factor of 83 per cent, Casablanca-based
low-cost carrier Jet4you recently announced that it was set
to increase the frequency of flights on several European
routes. This strategic move will include the Paris routes
from Agadir and Rabat, and Toulouse and Brussels
Charleroi from Casablanca. 

The airline already operates from the main Moroccan
cities to 20 destinations throughout France, Belgium,
Switzerland, Italy and Spain. 

The TUI Travel-owned airline has stated that its vision
for 2010 is to continue to expand its network to other
European countries, proposing to its passengers a large
range of destinations at the lowest possible prices.

Skies agreement, low ground handling costs and easy access
to European airports make Saïdia an ideal location for busi-
ness events and leisure.

Woodward also revealed Property Logic’s plans moving into
2010: “We are committed to the long-term success of the pro-
ject and will open the first two Le Jardin de Fleur resorts in the
second half of 2010, comprising 370 touristic residences with
the capacity to accommodate more than 1,000 guests.”

Last year also saw the opening of the second Plan Azur
development – Kerzner International’s $427 million
Mazagan Beach Resort, which launched the first of its
three phases in October and aims to breathe new life into
Morocco’s vast Atlantic coast. 

Located 90km south of Casablanca in El Jadida, the
five-star beach resort and casino encompasses a 250ha site
featuring an 18-hole golf course, a seven-km stretch of
beach, boutiques, eight restaurants, casino, nightclub, spa
and one of the largest conference centres in the region.
The resort is also set to boast 67 three-, four- and five-bed-
room villas located around the golf course.

Significant growth engine

Morocco’s determined voyage into 2010 is also set to be
uplifted by the third edition of Moroccan Travel Market
(MTM), scheduled to be held from January 14 to 17, 2010.
According to director, MTM, Kamal Essoulami, last year’s
edition proved to be a big success with a total of 264
exhibitors participating at the show, compared to 230 in
2008, and with 10,770 visitors, among them over 1,000
European agencies and tour operators, making the journey
to Marrakech.

Essoulami added that an encouraging 97 per cent of
exhibitors had already confirmed their participation to the
2010 edition. “Many exhibitors asserted that their presence
at the fair was beneficial s    ince the MTM allowed them to
close profitable deals,” he told TTG. 

“Not only is MTM an initiative that endows Morocco
and its surrounding area with an international tourism busi-
ness fair, it is also a significant growth engine that accom-
panies the expansion of tourism in Morocco.”

Also, after just two editions, the event serves as the single
best networking and investment umbrella under which the
tourism sector can confront issues and come together as
one, according to Essoulami. 

   “The fair federates both the private sector and most major
governmental tourism institutions in a synergy to reinforce
the promotion of the Moroccan touristic offer, and to pro-
vide with visibility every action which supports Morocco as
a destination.” 

As Morocco’s profile grows internationally as a value-for-
money destination packed with distinct cultural, gastro-
nomical and environmental wealth, topped off with an
attractive climate and high-quality accommodation, nation-
wide efforts are expected to drive the sector forward in
2010, and set the stage for an ever-more attractive destina-
tion for tourists and investors alike.

"

"

Real, compelling and ambitious

In line with the country’s drive to create a stronger tourism
infrastructure and attract 10 million visitors by 2010, Plan
Azur Vision 2010, launched in 2001 by King Mohammed
VI, appears to be have been nurtured with much determi-
nation by both the government and private sector.

Speaking at November’s WTM in London, in which
MNTO shared a 205m! pavilion with private Moroccan
partners and six tourism regional centres including
Agadir, Rabat, Fes and Casablanca, Minister of Tourism
and Handicraft, Morocco, Mohamed Boussaid described
Plan Azur Vision 2010 as somewhat ‘real, compelling and
ambitious’.

Furthermore, Boussaid stressed that tourism is one of
the sectors which has in fact benefited the most from the
Plan, having consolidated its position as the leading cur-
rency provider in the country in 2009.

“Thanks to the 2010 Vision, the tourism sector is pro-
gressing well and has come up with the expected results in
terms of employment, wealth creation and economic perfor-
mance, despite the global crisis. Morocco has withstood the
crisis because the fundamentals are sound and the objectives
set out within the framework of this vision are relevant.”

Among the key aspects of Plan Azur Vision 2010 is the
ongoing development of six new purpose-built seaside
resorts along Morocco’s coastline – Saïdia, Mazagan,
Larache, Taghazout, Mogador and Plage Blanche, of which
the first two launched last year amidst much nationwide
and international publicity, and despite a difficult interna-
tional environment, according to Boussaid. “This truly
reveals the capacity of the Moroccan tourism sector to with-
stand the global crisis.”

Blue plan coming to life

The month of June 2009 saw the first phase opening of the
$1.4 billion Mediterrania Saïdia, which included a 1,350-
berth marina – one of the largest in the Mediterranean, the
first of three 18-hole golf courses, two beachfront hotels –
the 680-room Barcelo Mediterrania Saïdia and the 450-
room Iberostar Saïdia, and a central medina shopping area. 

Director of hotel and commercial operations, Property
Logic, David Woodward, whose Spain-based company has
been one of the key players in the creation of the resort
through its Le Jardin de Fleur project, explained why he
believes Saïdia could be the next big thing in the region:
“Mediterrania Saïdia is preparing for a busy tourism season
in 2010 after its successful launch this year [2009], where
some 30,000 Barcelo hotel visitors and 15,000 Iberostar vis-
itors were welcomed over the summer,” he told TTG.

“There has been significant investment in transport links
[around Mediterrania Saïdia] including the extension of
Oujda Airport, the completion of a fast motorway link
between Oujda and Fez, and a new rail link connecting
Oujda and Fez,” he commented.

In addition to this, Woodward expressed that The Open
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Traditionally, museums have been defined as places of study – buildings where objects
of historical, scientific or artistic interest are kept, preserved and exhibited. However,
over time, this definition has changed and has brought about the advent of a new

type of experience which adds to the overall experience of a visitor. And with such experi-
ences being made available, destinations worldwide are poised to gain from a new travel
trend which sees travellers extending their stays to be inspired and educated. 

Especially with the onset of new technologies, museums can now enable the public to
explore collections for inspiration, learning and enjoyment. Playing a pivotal role in acting as
a nation’s memory bank, and as the only source of living history and perhaps an insight to the
future world that lies before us, great efforts are being made to uplift the museum experience. 

Whether they are taking a formal or informal approach to learning, encouraging active
hands-on participation or simply allowing for passive observation, today’s museums can
provide an ideal learning environment. Reinforcement of this sentiment comes in the form
of a message by the late president, UAE, Sheikh Zayed bin Sulatan Al Nahyan, placed in
the Saadiyat Island’s Cultural District exhibition: “The real wealth for a country is not its
material wealth; it is its people. They are the real strength from which we draw pride and
the trees from which we receive shade. It is our firm conviction in this reality, which directs
us to put all efforts in educating the people.”

With this in mind, the value of a museum is boosted through its commitment to teach
and inspire both domestic and international visitors alike. Moreover, the dedication of
museums to connect with local schools and the community can ultimately lead to enhanc-
ing respect for other ways of life, religions, views and social conditions, while also making
tourism more environmentally friendly.

Cultural education 

Tourism Development and Investment Board (TDIC) has embraced the government of
Abu Dhabi’s aim of renovating the UAE capital into an intercontinental cultural hub and
is promoting cultural appreciation through an expansive educational programme. This 

programme has led to the creation of Gallery One in Emirates Palace – a venue of interna-
tional standing which hosts world-class exhibitions. In its approach to ensuring education
for all, these exhibitions are free-of-charge to the public and are accompanied by a range of
public programmes including talks, films and workshops. 

Also boosting the standing of Abu Dhabi as a cultural hub is the Guggenheim Abu
Dhabi, which will open in 2013 as part of the emirate’s Saadiyat Island Cultural District.
The museum will be located in a distinctive building designed by Frank Gehry, one of the
world’s most renowned contemporary architects. 

The new museum will include not only key examples of Western art, but also the rich and
diverse fields of Asian, African, South American, and Middle Eastern art in the 20th and
21st centuries. Moreover, The Guggenheim: The Making of a Museum, which has been on
view at Emirates Palace since November 17, 2009 and is due to finish on February 4, 2010,
is the first exhibition to be organised by the Soloman R. Guggenheim Foundation in col-
laboration with TDIC as part of a programme of art and cultural development leading up
to the opening of the Guggenheim Abu Dhabi Museum. 

On a similar premise is the Khor Dubai cultural project. Chairman, Dubai Culture & Arts
Authority, Sheik Majid bin Mohammed bin Rashid Al Maktoum said: “The Khor Dubai
cultural project will epitomise a futuristic model of an international city. It will convey a sin-
gular message of pride in our tradition, culture, and national identity as part of our ethos to
foster harmonious co-existence, and achieving peace and prosperity for global communities.” 

Khor Dubai is to be a national integrated project; a living museum developing in part-
nership between the public and private sectors and celebrating the multicultural diver-
sity of Dubai. 

The Dubai Culture & Arts Authority is to help develop a fresh model for the future of
culture and the arts in which the resilient native heritage of the Emiratis will fuse with the
highly diverse cultures of the foreigners who live there, which in turn will help give life to
Sheik Al Maktoum’s vision of Dubai being a centre of cultural excellence; influencing not
only local and regional artists, but also a global arts movements.                                                

With such multicultural patterns also emerging in Qatar, it is unsurprising that the 

Global efforts are underway to inject some fun and cyber-savviness into
what has traditionally been seen as a rather dull and dated sector of the

travel industry – and these labours have finally put the colour back into the
cheeks of the museum industry, discovers Helen Booth

Making museums count
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country’s Emir, Sheikh Hamad bin Khalifa Al-Thani, made a bold move to open the coun-
try’s first major art institution, namely the Museum of Islamic Art (MIA). Forecasts indi-
cate that visitor numbers are expected to exceed some 300,000 visitors per year, which in
turn will help diversify Qatar’s economy, as well as offer tourists a cultural experience which
may bring about an upswing in the average length of stay.

According to CEO, MIA, Abdullah Al-Najjar, the museum has a space for temporary
exhibits, the first of which will include new art such as M.F. Husain’s paintings inspired by
the 99 names of Allah. Al-Najjar also indicated that the country will benefit from an expan-
sive view of its artistic past. “The children being brought up in this country are so focused
on their iPods or the marketing plans of their companies that they don’t understand our
culture. They walk around the malls, seeing nothing.”

In a bid to ensure its own staff members remain alert and aware of their country’s cul-
tural offerings, Sharjah Museums Department (SMD) has united with Goethe-Institute
Abu Dhabi and Robert Bosch Stiftung to establish the Robert Bosch Cultural Manager
Fellowship in Sharjah. The initiative aims at providing professional development training
for staff members across the various departments and museums of SMD.

Director general, SMD, Manal Ataya explained: “SMD is committed to nurturing the
talent of our staff members and their long-term professional development. Through our
partnership with Goethe-Institute, we want to continue to enhance the skills of our nation-
al workforce and provide them with a rewarding career in the cultural sector.” 

Regional director, Goethe-Institute, Cairo, Heiko Sievers added: “It is an enormous priv-
ilege and pleasure for the Goethe-Institute to be invited to assist in devising and imple-
menting training programmes in all areas of museology for the SMD employees. In
Sharjah, the devotion to the arts, the dedication to the preservation of cultural heritage, the
high standards of cultural infrastructure and the very productive climate for artistic cre-
ativity and international exchange are truly extraordinary.”

Archaeological enrichment

As the trend to uplift a country’s cultural standing through the construction of new or
enhancement of existing museums sweeps across the world, Egypt has taken a bold decision
to construct what is being hailed as the world’s largest museum, the Grand Egyptian
Museum (GEM), which is set to be finished by 2012. 

Secretary general, Supreme Council of Antiquities, Dr. Zahi Hawass told TTG: “The
GEM is on schedule. We are sending out the tender to find a construction company this
month, and actual construction should begin in eight months.”  

According to director, GEM project, Mohammed Ghoneim, the new museum will reduce
the burden on the old Egyptian Museum, which generates some 10,000 tourists each day. 

Ghoneim also expressed that a new world-class conservation centre, which has already
been completed alongside the site of the proposed museum, will help archaeologists organ-
ise and maintain 100,000-plus objects that are expected to rotate through the new muse-
um, including the 5,000-object King Tutankhamen Collection. 

Unlike the current Egyptian Museum, the new facility will be sealed from outdoor ele-
ments and will allow natural light to enter the building, reducing the need for harsh artifi-
cial lighting that can damage the artefacts. Hopes are high, according to Ghoneim, for the
new museum to add value to the educational experience of visiting the pyramids – an ele-
ment that is lacking at many Egyptian historical sites.

By 2012, visitors will be able to see the pyramids from inside the museum, which will rest
2.5km from the necropolis. The design aims to evoke an architectural bridge between the
ancient pyramids on one side and Cairo’s urban cityscape on the other. Hawass told TTG:
“The architectural design was chosen from among 2,000 other proposals. It fits with the
landscape of the pyramids and will bring much needed funds to Egypt.”
Upon completion, the museum will offer a learning centre for children, a 1,000-seat con-
ference centre, an Imax theatre and six different parks and gardens for displaying ancient
Egyptian agriculture. A planned school of museumology will act as a training centre for
aspiring museum curators, conservationists and administrators. “I consider this to be the
project of the 21st century,” Hawass told TTG.

As with Egypt, Greece is steeped in history and has likewise responded to the need to con-
struct a new museum facility to showcase its past, present and future. With the brand new
Athens Acropolis Museum now under its expansive umbrella of cultural offerings, Greek
National Tourism Organisation is set to take this year’s Fitur exhibition in Madrid by storm
and is showcasing the unique design of Franco-Swiss architect Bernard Tschumi. Visitors
to the fair will be able to obtain information and see for themselves the new museum, which
offers more than 4,000 pieces of classical Hellenic art. 

Technological progression

In conjunction with the opening of these new master pieces comes the rise of technologi-
cal progression, which has allowed museums to provide interactive education for visitors
while at the same time tuning in to the cyber-savvy needs of today’s tourists. 

As most museums now have a home on the World Wide Web, it is unsurprising that they
are increasingly using the Internet as a medium to extend educational resources right to the
homes of the people. On the British Museum website for instance, information is easily
downloadable, with further reading lists and web-links available for more than 30 different
cultures or topics. By employing technologies of the 21st century, museums are not only
able to fulfil their essential role as an educational resource, but also to make learning a fun
and memorable experience.

With the concept of fun at its core, the Jordan Children’s Museum, located within the
Al-Hussein National Park on a 20,000m! plot of land, has made an effort to bring learn-
ing to life. The facility was conceived and designed specifically for children 14 years old and
under to encourage curiosity, creativity, discovery and self-expression. By providing an
interactive learning experience that builds on classroom learning, the museum provides
Jordanian children with a greater appreciation of their national identity by exposing them
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to the diverse elements of the Jordanian environment.
Through the 150 hands-on exhibits, it encourages exploration and understanding of the

culture, sciences, technology, and industry, through innovative and educational multi-
media resources and programmes. The facility includes an exhibit hall, a multi-purpose
hall, a children’s library and IT centre, an activity room, an outdoor exhibit area, an out-
door theatre, a museum shop, a birthday room, a café and a planetarium.          

Sustainable integration 

With the travel and tourism industry placed third in terms of the world’s largest economic
drivers, museums are undoubtedly able to contribute significantly to a country’s revenue.
Corporate PR manager, VisitBritain, Elliot Frisby told TTG: “Britain is one of the foremost
cultural destinations in the world. Sixty five per cent of potential visitors here would be like-
ly to visit our museums and we are among very few countries where entry is free of charge
– a fantastic attraction for our visitors. 

“Many of the collections cannot be found anywhere else in the world and there is some-
thing for every taste – modern art, sculpture, old masters, landscapes, portraiture, and plen-
ty of interactivity for the kids!” 

Despite the fact that some museums are free, such facilities still bring in visitors from all
over the world on a yearly basis who generate flourishing profits for the hotel, food and
retail industry. 

With this in mind, coupled with the news of site developments and technological
enhancements, it is feasible to conclude that museums – which can clearly provide a grasp
of how the world works – remain high on travellers’ wish lists.

This is no more apparent than in Singapore, which has received positive feedback for its
museum offerings. In an inaugural survey held in the fourth quarter of 2009 and conduct-
ed by the National Heritage Board (NHB) and the Singapore Tourism Board (STB) on the
Museum Roundtable – a grouping of over 50 local museums in Singapore – seven out of 10
respondents said they were impressed with the wide range of museums in the country. 

The survey, which found that 11 per cent of overseas visitors are repeat museum-goers,
revealed that 37 per cent of museum-goers were from overseas with Britons constituting the
bulk of museum visitors followed by Australians, Americans, Indians and Filipinos. Most
were found to be aged 25 years and above while 59 per cent of the tourists were women. 

The museum-goers were also said to be impressed with the high curatorial standards,
which they said were comparable to top museums overseas. 

In 2008, over 6.5 million people visited museums in Singapore, marking a 26 per cent
jump from the year before. The iconic National Museum of Singapore topped the list of
the most visited museum here with 871,800 visitors in 2008. 

The other four most visited museums according to figures from MR members were the
National Library Gallery, Asian Civilisations Museum, Images of Singapore and Singapore
Art Museum.  

Some boutique museums also made the top 20 list including The Changi Museum, ded-
icated to the soldiers who fought in Singapore during World War II, and The MINT
Museum of Toys, the world’s first purpose-built toy museum. 

Director of attractions, STB, Jeannie Lim said: “Museums mirror the growth of our city
and present to the world various perspectives of the Singapore Story. The number of over-
seas visitors to museums has shown an encouraging increase over the past years. Of the ten
million tourists who came to Singapore last year, close to one million visited our national
museums. 

“In 2009, special promotions such as The Great Singapore Pass and the NHB Three-
Day Museum Pass increased awareness and made museums even more accessible to
tourists and locals.”
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Home to some of the world’s most arresting wildlife
roaming the massive expanse of rich natural won-
ders, the East African region is no stranger to the

millions of tourists who visit its land every year. 
As WTTC forecasts a further increase in tourism arrivals

for the East African region over the coming decade, global
conglomerates are swiftly forging ahead with expansion plans
to benefit from the tourism influx expected to hit the region
as of this year.

Meanwhile, in an attempt to reinforce relationships with
neighbouring regions, East Africa has been strengthening its
ties with Dubai as the Dubai Chamber of Commerce &
Industry recently hosted a dinner reception at Jumeirah
Emirates Tower Hotel in December in honour of a high level
trade delegation from the Common Market for Eastern and
Southern Africa (COMESA), headed by Zimbabwean
Minister of Industry and Commerce, and chairman,
Council of Ministers, Comesa, H.E. Welshman Ncube.

Representing 19 country members, COMESA boasts a
population of over 389 million with East African member
states including Djibouti, Eritrea, Ethiopia, Kenya,
Rwanda, Sudan and Uganda.

In his welcome address, chairman, Dubai Chamber of
Commerce & Industry, H.E. Abdul Rahman Saif Al
Ghurair stressed that Dubai shared age-old ties with some
of the 19 member countries of COMESA mainly from the
South and East Africa regions and praised the group coun-
tries for their hard work in promoting investment and eco-
nomic prosperity through regional integration. 

According to Al Ghurair, Dubai is a strategic partner for
African countries, especially COMESA countries, and there
exists tremendous scope to develop and add value to the
existing partnership as Dubai is ready to offer all the sup-
port the COMESA business leaders and representatives may
need to set up their businesses in Dubai.

He further highlighted COMESA’s initiatives in reaching
out to investors as the governments there are more than
willing to provide all facilities to foreign investors by creat-
ing an investor-friendly environment through the introduc-
tion of new laws and new systems that will attract more
investors to the region.

Naturally Kenya

Tourism in Kenya alone has long been a standing tradition
where coastal tourism meets adventure tourism offering
guests a large array of water activities as well as the chance
to meet some of the world’s largest concentrations of ele-
phant, giraffe, antelope and zebra.  

According to WTTC’s 2009 Travel & Tourism
Economic Impact Report for Kenya, the country is set to
experience growth of 4.9 per cent per annum in real terms,
over the next decade. Having directly contributed some 3.7
per cent to GDP by end-2009, equal to an estimated $1.5
billion, the industry is set to increase this number to
approximately $3.5 billion, contributing 4.3 per cent to
GDP, by 2019.

In recognition of Kenya’s well established tourism identi-
ty, internationally renowned hotel brand Radisson Blu
Hotel is set to open in the country’s capital city, Nairobi, in
mid-2011, planting a firm foot onto the soils of one of the
region’s most popular tourist hubs.

Moreover, as Kenya remains intent on diversifying its prod-
uct regionally as well as internationally, some of the country’s

Emerging from the shadows
Following predictions of growth in tourism figures across 
the region over the next ten years, East Africa continues to 
welcome international hotel groups to its shores, writes 
Stefanie Saghbini

government officials recently held a Kenya Week programme
of celebrations and seminars for the first time in the UAE.

The initiative, which was held in December and led by
the Kenyan Ministry of Foreign Affairs, saw a high level
government delegation from Kenya visit the emirates of
Abu Dhabi and Dubai. A succession of meetings with lead-
ing UAE commercial leaders and travel industry key players
along with a launch of a series of special events took place,
specifically designed to highlight the attractions of Kenya as
an investment and tourist destination.

Kenya Week activities were officially launched on
December 8 with a Kenya Trade, Investment and Tourism
Day seminar which followed with a week-long series of spe-
cial dinners and Kenyan cultural performances at the Le
Méridien Hotel. 

Kenya Week also saw Diaspora Day celebrations, which
involved a social gathering dedicated to the UAE’s Kenyan
community. Having mingled with Jamhuri Day – Kenya’s
National Day of Independence – special celebrations were
held on December 12, followed by further celebrations in
Abu Dhabi on December 13 at the Hiltonia Beach Club,
Abu Dhabi Hilton Hotel.

“The UAE remains an extremely important partner for
Kenya politically, economically and culturally. Through the
staging of a ‘Kenya Week’ we hope to bring our two com-
munities at all levels even closer,” Kenya Ambassador to the
UAE, H.E. Mohamed Gello said.

Wild Tanzania

Yet another country in the East African region famed for its
wildlife conservation and sustainable tourism, with approx-
imately 28 per cent of its land under protection by the gov-
ernment, is Tanzania which boasts 16 national parks and 32
game reserves. 

Home to the tallest mountain in Africa, the legendary
Mt. Kilimanjaro, Tanzania also lays claim to the Serengeti,
the world acclaimed Ngorongoro Crater, the Olduvai
Gorge, the Selous – the world’s largest game reserve, Ruaha,
now hailed the second largest National Park in Africa, the
spice islands of Zanzibar, and also boasts seven UNESCO
World Heritage Sites.

As a whole, in 2009, Tanzania’s economic travel and
tourism industry is said to have directly contributed 3.9 per
cent to GDP, according to the WTTC’s Travel and

Tourism Economic Impact Report for the country, with an
expected rise in nominal terms to some $1,731 million,
contributing 4.1 per cent to the total GDP, by 2019. Over
the next 10 years, the travel and tourism economy is expect-
ed to rise by 5.1 per cent per annum.

With this expected influx of travellers set to visit one of
East Africa’s most popular tourism hubs, visitors will find
unique accommodation options in some of Tanzania’s most
natural settings with lodges and camps located throughout
the country’s wilderness before the backdrop of some of
Tanzania’s rarest regions, such as Asilia Lodges & Camps.

A group of owner-run properties, with small camps, usu-
ally eight tents or less, and lodges, Asilia Lodges & Camps
is currently focusing on permanent camps, hence the reason
why Asilia Lodges & Camps opened its new flagship luxu-
ry tented camp Sayari Camp at the Mara River during the
second half of 2009, this according to marketing manager,
Asila Lodges & Camps, Miriam Bracht.

“For 2010 we are planning to make our well-known and
loved Oliver’s Camp in the Tarangire National Park more
permanent,” Bracht said informing TTG about future plans
for this year. 

With three key markets having proved popular during
2009, Asilia Lodges & Camps is set to focus on the existing
feeder markets and will, at the same time, target potential
ones for 2010, as Bracht explained: “The key three markets
for us were the US, UK and Germany. Of course we will
commence marketing and growing these three proven mar-
kets but we are looking at targeting on new ones, either in
South America, Asia or Scandinavia. 

Thanks to their natural offerings, the Serengeti along
with the great wildebeest migration and Tarangire along
with the elephant and bird migration, are being widely pro-
moted by Asilia Lodges & Camps. 

Blossoming Ethiopia

Ethiopia, which according to WTTC’s Travel & Tourism
Economic Impact Report for the country, is said to have
contributed directly 3.2 per cent to GDP, equal to $1,094
million, by the end of last year, is also projected to grow by
approximately $2 billion over the next year, hitting the
$3,202 million mark.

Having experienced a growth of 0.3 per cent in both per-
sonal and business travel by end-2009, according to the
report, the Eastern African country is expected to see an
increase of these niche markets by 5.8 per cent and 4.9 per
cent respectively over the next decade.

In light of these positive predictions with success in trav-
el and tourism looking imminent for the Eastern African
country, worldwide international branded properties are
expected to develop across the country while the country’s
national airline, Ethiopian Airlines, continues to expand
with projects in the pipeline for the near future. 

One such internationally acclaimed hotel set to open its
doors to the public by mid-2010, in a bid to cater to the
surge of tourists expected to visit the country over the com-
ing years, is the Radisson Blu Hotel, Addis Ababa.

Located in the Kazanchis Business District, and only
eight kilometres from Bole International Airport, the hotel
stands as a good base for guests wishing to visit the
Ethiopian National Library, the Addis Ababa Museum, the
Natural History Museum, to name a few, as well as St.
George’s Cathedral and the Holy Trinity Museum.
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SPOTLIGHT Emerging Destination East Africa

Qatari Diar Real
Estate Investment
Company, an inter

national leader in
sustainable development, has
recently announced further
progress for its landmark
Mushaireb mixed-use com-
munity development located
in downtown Khartoum. 

The development, which
will mix traditional archi-
tecture within an urban
landscape, is set to include a
five-star hotel, residential
towers, office space and
retail. As part of the project,
Qatari Diar will also under-
take the development of the
waterfront corniche area
along the Nile to become a
family-friendly entertain-
ment and tourist area as
well as a tourist attraction. 

Mushaireb is set to be one
of Khartoum’s distinguished

Maputo recently
became Linhas
Aéreas de Moçam-

bique’s (LAM) headquarters
between November 22 and
24, as the city hosted the
41st Annual General
Assembly of the African
Airlines Associations (AF-
RAA), which took place at
Joaquim Chissano Inter-
national Conference Centre.

Established in 1968 in
Accra, Ghana, AFRAA
played a role in endeavour-
ing to sensitise African gov-
ernments through the
African Civil Aviation
Commission and other
regional and sub-regional

Promoting sports travel in Kenya

K enya Airways recent-
ly played a pivotal
role in the promo-

tion of sports tourism in the
country, having recently
sponsored two major annu-
al sports events, assuring
Kenya a firm place on the
global sports tourism map.   

The fourth edition of the
Kenya Airways East African
Safari Classic Rally, which
is recognised as a tool for
marketing travel for motor
sports tourism and creating
opportunities for travel
agents and tour operators,
amongst other sectors, to
interact and showcase their
products and services, was
held from November 22 to
December 1 last year.

The event saw the coun-
try’s national airline invest
approximately $150,000 to
sponsor the event, which
attracted participants from
16 different countries – 46
vehicles – who covered a
total distance of about
4000km driving from
Mombasa, Taita, Arusha,
Amboseli, Naivasha and
back to Mombasa.

Kenya and Tanzania,
which boast strong tourism
potentials, have both been
annually boosted by the
Kenya Airways East African
Safari Classic Rally, which

The country’s national airline is endeavouring to attract worldwide sports

lovers to the region

Khartoum welcomes new airline

Khartoum International Airport,
Sudan, recently welcomed flydubai
to its grounds for the first time, cel-

ebrating the airline’s eighth inaugural flight
in less than six months.

FZ631 left Dubai International Airport’s
Terminal 2 at 18.45 on Sunday, November
8, and arrived in the Sudanese capital at
21.50 local time, where CEO, flydubai,
Ghaith Al Ghaith was welcomed by a
Sudanese delegation to commemorate the
first flydubai flight between the two cities
located some 1,600 miles apart.

According to Al Ghaith, Khartoum is
enjoying increasing levels of investment and
development and that makes the city an
exciting new destination for flydubai.  

“Sudan has enjoyed increased exposure in
recent years because of its important
involvement in the global oil industry. In
addition it has growing glass, textile and
printing industries which are rapidly devel-
oping and enjoying new levels of invest-
ment. There are also impressive levels 
of investment being ploughed into the 

Ghaith Al Ghaith: Khartoum is enjoying increasing levels

of investment and development and that makes the

city an exciting new destination for flydubai

has so injected some
$1,500,000 into the
economies of the two coun-
tries in terms of hotel book-
ings, car rental, helicopter
hire, and air tickets.

Moreover, Kenya Airways
Golf Safari, which took
place in November at the
Muthaiga Golf Club,
Nairobi, attracted some 200
amateur and professional
golfers of which 60 came
from overseas, mainly from
China, the UK, and the
Netherlands, as well as
neighbouring African coun-
tries including Ghana,
Senegal, Tanzania, South
Africa, Ethiopia, Cameroon,
Cote d’Ivoire and Zambia.

Boosting local living conditions
real estate developments,
offering a new distinct luxu-
rious integrated facility that
will elevate the level of
future Khartoum real estate
projects. The 20.6ha mixed-
use development is situated
on a prime location in down-
town Khartoum with views
along the Nile, conveniently
located just 20 minutes from
Khartoum’s airport.

Speaking at a recent press
conference, deputy CEO,
operations, Qatari Diar,
Hassan Al-Fadala expressed
his eagerness to provide a
complete integration plan for
the Mushaireb development,
formerly known as Al Defaf,
which will further serve to
incorporate traditional Suda-
nese architecture with high
standards of design in a bid
to create an environment
where African heritage meets

modern luxury.
Al-Fadala commented:

“The investment in our
development in Sudan is
reflective of the strong
growth potential we see in
Sudan. At Qatari Diar, our
vision for Mushaireb, as
with all our developments,
is to provide the best and
safest environments for
families who will be living
in the development, boost
the local living conditions
while enhancing local tradi-
tions and cultures, and cre-
ate long-term employment
opportunities and sustain-
able business and tourism
infrastructure in the coun-
tries where we operate. By
attracting foreign commer-
cial interests and tourism,
many other aspects of
Sudan’s economy  and  soci-
ety stand to benefit.”

According to head, mar-
keting and corporate com-
munications, Kenya Airways,
Dick Omondi, Kenya Air-
ways endeavours to make
this golf tournament an
annual event to promote the
country as a golf destination
and connect various investors
and golfers to be able to mar-
ket Kenya as an all-round
destination.

Borne out of the idea to
promote golfing into Kenya,
the golf tournament is also
targeting to promote travel
for golf throughout Africa,
Europe and Asia, with plans
already underway to
increase the number of host
countries for the golf event.

organisations, on the
actions to be taken for the
development of a safe reli-
able, economical and effi-
cient air transport system. 

At the last AFRAA
Annual General Assembly,
held in Burkina Faso in
2008, LAM was elected the
best airline of the year in
the region, in recognition
of its efficiency in air trans-
port, safety standards,
punctuality and quality of
services it provides while at
the same time chairman,
LAM, José Viegas, presided
over AFRAA.

In line with the recogni-
tion, the airline’s certificate

of excellence in technical and
operational standards, IOSA,
has also recently been
renewed by International Air
Transport Association , who
distinguishes those who
comply and meet all the
requirements of excellence
with regard to quality and
operational safety, through
the audit programme for
airline companies.

The Mozambican flagship
airline company first received
the IOSA quality certificate
in September 2008 which
takes into account 928
requirements, in particular
the management processes
and operational procedures
of the airlines.

Moreover, Select Aviation
has been selected as the new
General Sales Agent of LAM
for Portugal and Spain,
which has seen LAM keep
the two offices in Lisbon
with plans to also be present
in Porto as well as Madrid,
Spain, in the future, The air-
line currently has General
Sales Agents in Africa and
regional neighbours includ-
ing Nairobi, Kenya; Dar es
Salaam, Tanzania; Johan-
nesburg and Durban, South
Africa; Harare, Zimbabwe;
Karachi, Pakistan; and
Dubai, UAE.

infrastructure development of downtown
Khartoum which is a sign of the city’s com-
mitment to modernise and grow.

“We feel flydubai can play an important
role in bringing visitors and potential
investors to Khartoum, as well as help to
ensure the undoubted opportunities that are
available in Sudan are accessible to a wider
range of people,” Al Ghaith said.

Meeting African aviation needs

Ethiopian Airlines has
earned yet another
industry honour –

Airline of the Year Award –
at the prestegious 41st

Annual General Assembly
of the African Airlines
Association (AFRAA). 

According to AFRAA, the
award was presented to
Ethiopian Airlines ‘in recog-
nition of its outstanding,
efficient and exemplary pro-
vision of airline services to
the African airline industry’.

Transport minister of
Mozambique, Paulo Zucula,
handed out the award to
CEO, Ethiopian Airlines,
Ato Girma Wake, at a gala
dinner held for the event.

Commenting on the
award, Wake said: “We are

indeed honoured to receive
this award which, once
again, reaffirms our commit-
ment to meet the needs of
African aviation. The recog-
nition, coming at such a
challenging time for the air-
line industry, is an acknowl-
edgement of our continued
hard work and dedication to
provide outstanding service
to our customers.”

This recognition also
comes in line with the air-
line’s recent agreement to
extend and further enchance
its code share partnership
with Lufthansa in a bid to
add flexibility and conve-
nience to the services of
their respective customers.

Ethiopian Airlines has
expanded its operations

during the 2009/10 winter
season by increasing flight
frequencies to eleven of its
destinations in Africa,
Europe, the Middle East
and Asia. 

Currently, Ethiopian
Airlines and Lufthansa
jointly offer eight weekly
flights between Addis
Ababa and Frankfurt, and as
of June 2010 both carriers
will provide ten weekly
flights for the same sector.

The code share partnership
agreement between Ethio-
pian Airlines and Lufthansa
has further strengthened
Ethiopian Airline’s position
in the European and US
markets through the exten-
sive network of Lufthansa,
Airline’s customers.

The airline has plans to spread its presence in Madrid as well as Porto
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A ccording to the WTTC 2009 Travel and Tourism
Economic Impact Report for Latin America, the
contribution of travel and tourism to the region’s

gross domestic product is expected to rise from 6.6 per cent
up to $176.9 billion in 2009, to 7.0 per cent up to $328.7
billion by 2019.

The Central and South American hotel development
pipeline currently includes 131 projects with 19,929 rooms,
according to the November 2009 STR Global Construction
Pipeline Report. Among the countries in the region, Brazil
ended the month with the most rooms in the ‘In
Construction’ phase as well as in the total active pipeline
with 2,837 rooms and 8,264 rooms respectively. Panama
reported 2,363 rooms in the ‘In Construction’ phase and
4,289 rooms in the total active pipeline.

Leaders of the pack

Following an exciting year which saw the International
Olympic Committee award the 2016 games to Rio de
Janeiro, Brazil is heading up the South American surge, tak-
ing advantage of strong domestic demand as well as an
increase in international interest. 

The 2009 WTTC report stated that Brazil is currently the
13th largest tourism economy among the 181 countries sur-
veyed. The trend in the number of inbound tourists has risen
from 4.7 million in 2001 to 7.2 million in 2008 with pre-
dictions for this number to increase to 9.2 million by 2014.

“It’s our strategy to show that Brazil is a unique destina-
tion. The future opportunities of hosting the World Cup fol-
lowed by the Olympic Games will improve the image of the
country. We will show that beyond beautiful beaches, a vast
cultural and natural diversity, we also have the infrastructure
to become one of the biggest destinations for international
events,” president, Embratur, Jeanine Pires told TTG. 

Rio de Janeiro’s victory over Chicago, Madrid and Tokyo
to host the 2016 Olympics is predicted to bring $51.1 bil-
lion into the economy. Already, the National Economic
and Social Development Bank has committed to providing
credit for the modernisation of the hotel network in time
for the 2014 World Cup with further investments in prepa-
ration for the 2016 Olympic Games.

“International companies from the sector also have huge
interests in investing in Brazil. For instance, the city of
Manaus in the Amazon – one of the 12 host cities of the
World Cup in 2014 – will receive around $30 million by
the year 2011 from two big hotels chains: Accor and
International Hotel Group,” said Pires.

“Great sporting events represent an excellent opportunity
for any country to promote itself as a tourist destination and
cement its position as a venue for international events. We will
be able to use this opportunity to show that our country has
modern technology and infrastructure and possesses the level
of professionalism required to organise these great events.”

Brazil’s hotel sector invested around $1 billion through-
out the country between 2006 and 2008 and another $3
billion is expected from investors in Europe, the US and the
Middle East by 2011. 

One such investment comes from Six Senses Resorts &
Spas, which is building two resorts in the Brazilian state of
Alagoas scheduled for completion in 2010. The properties
are to be branded as Six Senses Hideaway and Six Senses
Latitude and will offer a 3,000m beach on one side and
3,500m of river front on the other.

Six Senses Latitude will comprise villas with personal
pools and a variety of dining alternatives while Six Senses

Alive and kicking
As the world looks on with breath that is bated,
South America seems poised on the brink of global
success, ready to break out of its shell and burst onto
the tourism scene, reports Emily Millett

Hideaway will offer pool villas blended into the natural
forested landscape. A Six Senses Spa will be strategically
located to serve both resorts.

Other hotel chains such as Four Seasons Hotels and
Resorts and Jumeirah Group are also now focused on devel-
oping in the country with plans to open their first hotels in
Sao Paulo and Rio de Janeiro. 

Senior vice president, development, the Americas,
Jumeirah Group, James Erlacher said: “The time is right
now for us to be entering the Brazilian market. Brazil is a
healthy robust market with good supply and demand
dynamics working in its favour.”

Launching expansion platforms 

Meanwhile, elsewhere in the region, work is already going
ahead on Jumeirah Group’s Culu Culu Polo Lifestyle Resort
in Argentina, set to open in 2012.

Executive chairman, Jumeirah Group, Gerald Lawless
commented: “Our first hotel in Latin America will be a
showcase of Argentinean and South American culture, as
well as paying homage to the equestrian lifestyle.”

Located in Lobos in the Argentine Pampas, a 30-minute
drive from Argentina’s Buenos Aires International Airport and
just one hour away from Buenos Aires, guests at the resort will
have access to eight polo fields, a spa and fitness centre.
Jumeirah will manage the five-star hotel which comprises
252 rooms including 90 suites in a central building and the
remainder in one-, two-, three-, and four-bedroom villas.
Facilities will include four restaurants and bars, a spa, a
health club, swimming pools and tennis courts. The resort
will also include 220 privately-owned villas.

Accor is also highlighting South America’s potential in its
expansion strategy following the inauguration of the new
hotels in Argentina and Peru. Under the new development
plan the network is set to grow from 166 to more than 300
hotels by 2013.

In Argentina, six new ibis- and Novotel-branded projects
are currently under negotiation, while in Chile the group’s
objective is to have a minimum of 10 new ibis hotels in seven
cities, expanding local capacity by 1,600 keys. Accor also aims
to develop 10 new hotels in Peru and five in Columbia. 

Development director, Accor, Latin America, Gilles
Gonzalez stated: “In the key countries for expansion of our
brands we have the investment forecast along with our part-
ners of about $340 million until 2013.” 

Furthermore, Sofitel, Accor’s luxury brand, recently

announced the signing of a contract with Carrasco Nobile to
manage the Casino Carrasco Hotel in Montevideo, Uruguay.

Upon opening, The Sofitel Montevideo Casino Carrasco
and Spa will offer 116 rooms, a lobby bar, a 450-seat con-
ference centre, indoor and an outdoor swimming pools, a
fitness centre and So SPA by Sofitel. 

Hilton Hotels Corporation is also continuing to make
significant progress moving full steam ahead with new
deals, construction debuts and recent openings.

Senior vice president, managed development, Hilton
Hotels Corporation, Ted Middleton explained: “We have
identified a number of target markets with significant
potential for growth and our dedicated South America
development team is working to introduce our Hilton
Family of brands throughout the region.” 

Following the opening of a dedicated South American
development team, 2009 also saw the company launch the
124-suite Doubletree Guest Suites by Hilton Paracas in
Peru. More recently, two management agreements in the
works will bring the South America development pipeline
to seven hotels. 

These two developments include the first Hilton Family
hotel in Santiago in Chile and a full-service Hilton hotel in
San Carlos de Bariloche, Argentina.

Gateways to the region

With developments going ahead across the region’s hospital-
ity sector, the aviation industry is following suit with a num-
ber of exciting developments and plans for the coming year.

Uruguay’s capital, Montevideo recently welcomed the
opening of the newly designed Carrasco International Airport,
set to have become operational as of December 2009. 

The new terminal at Carrasco International Airport,
which serves Uruguay’s capital city of Montevideo, was cre-
ated in a bid to expand capacity and spur commercial
growth and tourism in the surrounding region. 

Meanwhile, Aircastle Limited, a global company that
acquires, leases and sells high-utility commercial jet aircraft
to airlines throughout the world, recently announced that
one of its subsidiaries has taken delivery of a new Airbus
A330-200 aircraft on long-term lease to the flag carrier of
Colombia, Aerovias del Continente Americano (Avianca). 

This is Aircastle’s second new A330 transaction this year
with Avianca, one of the largest airlines in Latin America.
CEO, Avianca, Fabio Villegas Ramirez noted: “Avianca
continues to move ahead with the process to renew its fleet,
which will incorporate its fifth Airbus A330-200. This air-
craft seats 252 passengers: 30 in business class and 222 in
economy class. 

“The aircraft will be assigned to cover flights between
Colombia and the US, Latin America and Europe.”

Brazil’s GOL Airlines, one of South America’s largest air-
lines offering services to 49 destinations in Brazil, has
recently announced the enhancement of its alliance with
American Airlines with the finalising of plans for a code-
share agreement to place American Airlines’ AA code on
GOL’s growing network of flights within Brazil. Upon
completion of the agreement, the codeshare will add more
cities to American Airlines’ network in Brazil. 

“Our codeshare co-operation will provide American
Airlines’ customers the benefits of GOL’s quality services
and comprehensive flight network,” said CEO, GOL,
Constantino de Oliveira Junior. “Additionally, our frequent
flyer programme agreement is a great benefit for our respec-
tive loyalty programme members.”
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FORUM Duty Free

In a world where bright lights shine upon luxury branded cosmetics while premium rated
products sit perfectly lined up in the face of staring customers, stringent measures are
continuously being carried out behind the scenes of duty free stores in a bid to ensure

the highest level of service to travellers on-the-go.
Careful floor planning, location, accessibility, and the layout of the products, as well as

the merchandising and commercial material available to help foreign travellers, are all fun-
damental elements essential to the continuing success of duty free stores the world over; ele-
ments which must be initiated alongside the structural planning of the airport as managing
director, Dubai Duty Free (DDF), Colm McLoughlin explained: “The most important
thing is that the duty free operation should be designed in tandem with the overall plan-
ning of the airport. In older airports, in particular, very often the airport design is approved
and built and the retail offer is almost an afterthought. 

“We have been extremely lucky at Dubai International Airport as we have worked close-
ly with Dubai Airports and the other entities in the design and planning of the duty free
operation in Terminals 1 and 2, and more recently in Terminal 3. Accessibility is key for
travellers who do not want to go out of their way to shop, and Dubai Duty Free’s retail
operation is centrally located across all three Terminals,” continued McLoughlin.

“In Terminals 1 – Sheikh Rashid Terminal – the passengers pass through the retail area
on the way to the departure gates, which are one level above the shop floor. In Terminal 3,
the retail operation is on the same level as the departure gates, giving passengers even greater
accessibility. The layout and design of the retail offer should be open, bright and shopper-
friendly with plenty of space for trollies.” 

Sharing a similar opinion is CEO, Hellenic Duty Free Shops, George Velentzas, who told
TTG: “The L.A.L. of Duty Free Business! There is no doubt that location, accessibility and
layout are the most critical factors that determine the success of all companies dealing with
retail. These all determine the success of duty free shops as well. Therefore, Hellenic Duty
Free Shops are dealing with these issues from a strategic aspect. All Hellenic Duty Free
Shops are easily accessible, placed right after passport control, and strongly signed to attract
customer-travellers’ attention.”

According to Velentzas, the layout, the merchandising, the product range and the com-
mercial material of each Hellenic Duty Free store, have been set up according to the needs
and special attributes of the buying public. “For example, Thessaloniki is an extremely pop-
ular destination for Russian tourists. In this case, the offered merchandise and the layout
are in accordance with the Russian travellers’ buying preferences, whilst the communication
material is also in their native language,” he explained. 

Space and time

Waiting in queues to check-in counters through to passport control are all part of the air-
port travel process which require a good amount of patience, thus once the hassle of secu-
rity measures is over, upon entering the world of retail and gastronomy, good service comes
to play a crucial part in the smooth journey to the traveller’s final destination.

“An essential part of the shopping experience has to be the customer service offered to
travellers and we invest a great deal in ensuring that our staff are amongst the best trained
retail staff in the industry,” McLoughlin told TTG.

According to Velentzas, the shopping experience also needs to flow swiftly thus offering
shoppers the right amount of space and time, as well as products, to purchase their needed
goods, as he explained: “In addition, a factor of increased importance for the Hellenic Duty
Free Shops is to retain the appropriate number of cash registers so that customers-travellers
can use their available time shopping rather than queuing. Modern customers’ time is very
limited. Thus, Hellenic Duty Free Shops concentrate under one roof a wide range of orig-
inal products addressed to modern travellers at very competitive prices.”

Spreading national identity

Establishing the basic planning of duty free stores and emphasising the importance of loca-
tion, accessibility and layout, among other factors, brings to light one question: What
makes a duty free store unique in character, given that all duty free stores follow a certain
set of strategic measures as a way to attract customer-travellers?

Size could be an answer. Product range could be another. But nothing can replace nation-
al identity as a way of promoting the country in which the duty free store is located. 

“We favour the view that the capability of duty free companies to embed in their activi-
ties the traditions and the culture of the country in which they operate will prove crucial in
the future,” Velentzas told TTG. “The successful embedment of traditions and culture does
not only promote the destination country; it also contributes to the formation of a com-
petitive advantage that enables a company to differentiate in the highly competitive travel
retail sector.”

“For example, our brand name which contains the word Hellenic conveys an element which
promotes Greece all over the world. The word Hellenic means Greek more formally expressed. 

“Many of our promotional activities are inspired by Greece. Hellenic Duty Free Shops
provide in each store renowned local Greek delicacies and local products. Tastings are
organised frequently in order for tourists to have a sensational experience of Greek gas-
tronomy and to purchase wonderful Greek products for them, their friends or families.
Also, in many of our stores, travellers can purchase Greek souvenirs. Greek souvenirs have
been proved really popular, thus we intend to develop and expand further these corners in
all our stores by the end of 2010,” he added. 

“At this point, it is worth mentioning 2009’s summer special offers. The offers included
a tourist guide, providing valuable information on the travellers’ destination accompanied
by the motto ‘Hellas Revealed’. Communication material is always provided in a variety of
languages including Greek,” Velentzas stressed.

Further speaking to TTG about the importance of showcasing traditions and customs in
a bid to promote the country, McLoughlin said: “The ‘sense of place’ is an important fac-
tor for international travellers who expect the airport retail operation to have a unique iden-
tity as much as possible. 

“From the design stage, we introduced an Arabian theme in our Gifts from Dubai retail
outlets in all Terminals and in particular in Terminals 1 and 3. In the former, the Gifts from
Dubai section resembles an Arabian dhow in full sail, while in Terminal 3, the outlet is sim-
ilar to an Arabian souq.

“In addition, there are several features and fittings throughout the shopfloor which replicate
Arabian artistry and design. The Gold palm tree in Terminal 1, which is centrally located in
the Gold shop there, is an iconic reminder of the importance of Gold in our part of the world.”

According to Velentzas, companies in the travel retail sector should holistically consider
notions such as location, accessibility, layout, the ‘Duty Free Mall’ concept, and the inclu-
sion of the national identity in marketing strategies as they constitute prevailing trends. In
line with this, they should establish a coherent strategy that would formulate a sustainable
competitive advantage.  

“From where we stand, this would be the key factor for travel retail companies to differ-
entiate themselves in the travel market,” he concluded.

Great expectations

So where does the future of travel retail lie? As the world of travel alters and modifies, so do
the needs and wants of the modern traveller, thus keeping up with changing trends also
remains a priority in the expanding world of duty free.

“The current trend in most of the world’s airports is the establishment of shopping cen-
tres. Thus, we believe that the future of the travel retail sector lies in the development of
the ‘Airport Duty Free Mall’ concept,” Velentzas told TTG.

“In the near future, duty free companies will try to retain the duty free market benefits
while establishing modern commercial centres that provide a wider variety of services; for
example beauty services, restaurants, and more,” he added. 

Moreover, as the current trend for online shopping may prove competitive for conven-
tional stores and malls across the world, McLoughlin feels that duty free should beneficial-
ly welcome it onboard, as he explained: “I think that the industry should look at online
shopping as an opportunity as opposed to being a threat. It is something that we have not
done in the past, but will look at doing so in the future.

“For example, as an airport retailer we should be giving travellers the chance to order their
goods online and collect after they have checked in; that is a really good service for travellers
to avail of. There are many opportunities to look at so I do not think that we should shy
away from online shopping.” 

As travel trends continue to change in conjunction with the growing knowledge and desire
to voyage with greater efficiency, comprehensive planning prior to the construction of the
airport will always remain the most crucial factor behind the success of duty free stores.

Sense of duty
What are the underlying factors that make

duty free stores one of the most indispensible
features of travelling through airports of the

world? Stefanie Saghbini investigates

http://www.ttgmena.com/
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Founder and CEO, Circos, Morris Sim: The US- and Singapore-
based technology company recently launched Brand Karma for the
hospitality sector; a web service that aims to help hoteliers improve
performance, guest satisfaction and loyalty based on analysis of online
customer reviews

Director of sales and marketing, Mövenpick Resort & Spa Karon
Beach – Thailand, Craig Fong: As the Phuket-based hotel was Brand
Karma’s first individual client, Fong offers an insight into the hotel’s
experiences so far

TTG: What can you tell us about the current influence
of social networking websites in the hotel and travel
industry?

Sim: Whether they use Brand Karma or not, every hotelier
we’ve talked to in the last three months track how they’re
being talked about in social networks. This wasn’t the case
six months ago. On the consumer side, we’ve established the
linkage between brand favourability to bookings for many
clients, and many more are requesting us to do the same.
Hence I’d say from the sales office to the boardroom, under-
standing the impact of social media on one’s business and
how to effectively respond to it have become top priorities.

Fong: It’s still very early in the game and there is much to
learn. However, due to the phenomenal growth in social
media just this year alone, the importance of managing
consumer comments and perception of the hotel is increas-
ing proportionately. Word-of-mouth and personal
endorsement are perhaps the most powerful forms of
advertising, so if one can harness this in the social media
environment this should guarantee positive effects in terms
of branding and actual revenue generation. However, this
theory remains to be proven.

TTG: Should travel companies/hotels be taking online
reviews seriously?

Sim: YES! If you’re in the travel industry and have not
taken online reviews seriously, you’ve already lost the busi-
ness of consumers who use them to make their purchase
decisions. The three steps that we always tell clients are: 1)
Listen to what they have to say in the same way you’d listen
to customers in your hotel, 2) Quantify what has been said
over multiple sources to find common (positive and nega-
tive) themes and how they impact your business, and 3)
Engage in a relevant manner to attract consumers to your
brand based on your strengths. Then repeat steps 1-3 again.

Fong: Definitely. First, don’t under estimate the power and
influence of social media. Second, get help if you’re not sure
of how or what to do in order to manage this complex and
ever-changing task! And third, take action and experiment
on small initiatives before embarking on the big ones.
Expect to make mistakes, but regroup and try again.

TTG: From your experience, what kind of travellers
read and write online customer reviews?

Fong: Online customers can not be stereotyped and put

into one box as they cut across many traditional demo-
graphics from rich to poor, young and old, male and female.
But, in any case, the relevancy of the site to that specific 
customer is what counts the most. Online customers have
little patience and want things done quickly. Online cus-
tomers that share their experiences tend to be more 
emotional, especially when it’s a complaint and this can be
damaging for the hotel.

Sim: Based on our research, people that write reviews tend
to be extremely positive or extremely negative. This makes
logical sense to us as you’ve got to be pretty pleased or very
angry to take the time to write something to be shared pub-
licly. However, overall we find the reviews tend to trend
positively over a large population. In terms of people who
read reviews – that’s everyone. Short of accessibility issues
and rare outliers, we’ve not found a single demographic or
psychographic group of traveller to consistently avoid
online customer reviews when researching online.

TTG: How does Brand Karma fit into all of this, and
how has demand grown for your services? 

Sim: Brand Karma provides the most customised and
actionable interpretation of brand data so that brand own-
ers can improve their profitability. In version 2, which was
released a few months ago, we focused Brand Karma to help
brand owners respond as opposed to just giving them num-
bers and letting them figure out on their own what to do
next. This meant carefully developing a set of operational,
marketing, and revenue management framework that
allowed each of the department leads to easily act on the
analysis. The reception to version 2 has been really great,
and our clients increasingly see Brand Karma as an integral
piece of their competitive strategy.

TTG: Please describe the collaboration between Brand
Karma and Mövenpick Resort & Spa Karon Beach, and
how the hotel has benefited so far.

Fong: The service Brand Karma provides helps to make a
major timing consuming task simple, manageable and easy
to understand. Sometimes, when you’re presented with

huge volumes of data it’s difficult to sort through and
analyse the data in a meaningful way. Brand Karma’s dash-
board and tools do that for you. And it provides competi-
tive data on how well or poorly we’re performing against
our competitors in the social media space based on key dri-
vers such as loyalty, awareness and service. Brand Karma has
helped to provide a better understanding of consumer per-
ception of our hotel and potential initiatives to improve our
position and performance.

Sim: Mövenpick Resort & Spa Karon Beach was our first
individual client, and they provided a lot of early feedback on
what would make Brand Karma more helpful. I think with
Brand Karma, Mövenpick has gained insights into what con-
sumers perceive as being strengths of the property – which in
some ways matched internal expectations, and in other ways
exceeded them, providing them with more options to reach
highly qualified consumers via better targeting.

TTG: On a more technical note, what are the tools used
to perform your services?

Sim: All the technologies that make up Brand Karma are
proprietary and built by the team, and we continue to inno-
vate like we have been for the past four years. At a high
level, we have a semantic engine that extracts meaning out
of the user-generated content that works across multiple
languages. We have an analysis engine that then looks at the
sentiments in aggregate. Finally we have an expert system
that makes recommendations as to what to do based on
how the brand is being perceived.

TTG: How important has the MENA region been so far
for Brand Karma?

Sim: MENA is an important region for us starting in 2010.
We spent the bulk of 2009 in Asia-Pacific working with
local and international chains to perfect Brand Karma.
With the launch of version 2, which incorporated their
feedback, we’re ready to go worldwide.

TTG: Finally, what is your vision of the future relation-
ship between social networking websites and the travel
industry?

Sim: I think social networking sites in the future will serve
three important functions for the travel industry: 1) It will
be a distribution platform whereby travel brands can micro-
target specific consumer segments and win their business, 2)
It will be a branding platform whereby travel brands can
market themselves by relevantly engaging their current and
future customers, and 3) It will be either the CRM system
or extend a brand’s existing one. 

Fong: I believe it is here to stay and will continue to evolve
and the industry will have to adapt to these changes. New
technology and business models will emerge leveraging on
changes in consumer behavior, and marketing, communica-
tion and distribution will become even more complex,
rather than more simple.

As Circos’ Brand Karma looks to break into the Middle East
market this year, two industry experts talk to Claudio Saghbini
about the importance of taking social networking sites and
online customer reviews seriously, and implementing them 
into marketing and even HR strategies

SEARCH:  Social Media 
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Clear sighted strategy

Royal Jordanian Airlines (RJ) has announced that, in
collaboration with PROS Revenue Management – a
world leader in pricing and revenue optimisation sci-

ence and software – it is deploying a new suite of Network
Revenue Management Systems. 

Marking a new milestone in RJ’s commitment to contin-
ual adoption of modern technology, the airline is set to
implement the PROS Origin-and-Destination (O&D)
Business Solution in the fourth quarter of 2010.

The centerpiece of the solution, the PROS O&D
Revenue Management Sy-stem, will aim to maximise net-
work revenue by optimising the price mix of passenger flows
across the airline’s burgeoning hub in Amman.

Complementing this solution will be PROS Real-Time
Dynamic Pricing, which aims to infuse commercial strate-
gies and business tactics into the system’s automated process
to enhance revenue quality. 

In addition, the PROS O&D Group System will round
out the solution to optimise group traffic and network seat
utilisation. The entire solution will be integrated seamlessly
with RJ’s passenger service system platform.

According to president, RJ, Hussein Dabbas, the deploy-
ment of the systems underscores the airline’s commitment
to increasing revenues. “With our increasingly broad net-
work, it is imperative that we employ sophisticated tech-
nology to make the most of our opportunities. 

“The PROS solutions have demonstrated their effective-
ness at managing these kinds of real-world circumstances,
and we believe PROS is best suited to deliver tangible
results,” he said.

Chief commercial officer, RJ, Guido Ruther added: “Our
business model requires the support of state-of-the-art tech-
nology and RJ prides itself on employing the best solutions
available. The PROS solutions clearly fit that profile. We are
confident that these systems and the company behind them
will help us achieve our strategic initiatives.”

Natural step forward

Best Western Inter-
national has become
the latest internation-

al hotel chain to announce a
dedicated application for
the Apple iPhone.

Best Western to Go is a
free application which allows
travellers to research and
book a hotel from the chain’s
4,000-plus properties world-
wide, personalise their trips
with stored travel activities,
and keep friends and family
updated along the way.

Senior vice president –
marketing and sales, Best
Western International, Do-
rothy Dowling remarked:
“We pride ourselves on
being available to travellers
no matter where their loca-
tion, which is why mobile

The iPhone application marks the hotel chain’s first in a series of planned

mobile applications

www.kempinski.com

Content                         *****
Navigation ****
Presentation ****

Overall Rating **** 

Following an investment
of some $1 million,
Kempinski Hotels has
launched its redesigned
website.

Aimed at comple-
menting the chain’s new
look, as well as reflect
the five-star experience
for which Kempinski has
become renowned, the
new website is rich in
content and photogra-
phy, and manages to
bring to life a brand
which has become syn-
onymous with elegance.

Particular attention
has been given to mak-
ing Kempinski.com as
uncluttered and simple
to navigate as possible,
and this is apparent
from the very start; the
rejigged homepage pro-
vides straightforward

drop down menus and
links to the latest pack-
ages and promotions,
making it easy for guests
to access the full
Kempinski collection and
complete their bookings.

Most notably, the web-
site has granted each
individual Kempinski
hotel its own dedicated
portal, presenting guests
with an impressive
range of images and
information about their
chosen location.

The new version is also
designed to be accessi-
ble to visually impaired
visitors, and all content
is available in each hotel
location’s own local lan-
guages, in addition to
English and German. 

Claudio Saghbini

accessibility was a natural
next step for us.”

Features incorporated in
the application include the
ability to book reservations
at any of the hotel chain’s
properties worldwide; create
an itinerary and input
addresses of attractions, and
henceforth find their loca-
tion using the a GPS-
enabled map; upload pho-
tos and descriptions to
remember favourite loca-
tions; and share their expe-
rience directly to their
Facebook page, email or to
other iPhone users.

Dowling added: “We can
now be even more of a
resource for our guests, par-
ticularly those who are mak-
ing decisions on the fly.”

http://www.ttgmena.com/
http://www.kempinski.com
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Principle introduction
Editor’s Letter

Let me introduce myself. My name is Helen
Booth and I am the new deputy editor of this
prestigious newspaper. Since 2002 I!ve been in

a profession I covet. Journalism is my life. I like to
say that I "write to live! and confess that sometimes I
"live to write.!

What is my workday like? On a recent business
trip, one of my days began like this. Opening my cur-
tains, my eyes focus towards the cloudless cobalt
sky. It is early morning and I am luxuriating in the
moment, making note of everything – the gentle
breeze, a newly built hotel on Yas Island and the
Formula 1 circuit. I!m in Abu Dhabi. I!m recollecting
every detail of my morning and I!m working. The day
started with a walk to a hotel on this newly developed
island, complete with an outdoor lunch and impromp-
tu spa. Tonight, my colleague and I are the guests of
the vice president of one of these many splendid
hotels, complete with a three course dinner and plen-
ty of wine! My only complaints? I still have to pack,
and I should have used more sunscreen.

But to fairly illustrate the complete picture of an edi-
tor!s life, I!ll briefly recap one more day. Indulge me
as this description is crucial to consider before you
gather your suitcase, notebook and camera in quest
of your newly-acclaimed editorial career.

Surrounded by pamphlets, maps, press kits, notes
and slides, I sit at my desk and stare at a blank com-
puter screen. I!m on a deadline. I spent my morning

Letters to the Editor Have your say on any travel-related issues that concern you.
Drop us a line at editor@ttgmena.com

The question of security is never far from
our minds in the tourism industry, which
is why our upcoming forum in the
February 15 issue will look at what you
are doing to keep your customers safe.

Moreover, we will also pose the question:
are you sure you are doing enough?

We will be contacting leading players in
the tourism industry to join in the debate.
If you want to share your thoughts with
us on this or any other hot topic, drop us
a line at editor@ttgmena.com

Question Time

online, checking and double-checking facts and mak-
ing a time-consuming yet fruitless search for an
important detail. My editor in chief phoned and
explained that she likes my recently-submitted piece
but needs an additional 500-words within two days.
And the school just called. My son has an ear infection.

Now that I have your attention and your luggage is
back in the closet, let!s talk reality. To be a success-
ful editor, you play many roles. One obvious role is
that of a reporter; others include historian, grammar-
ian, private investigator, photographer and diplomat.
And for some stories you become (my favourite
roles) a shopper, skier, hiker, theatregoer or diner.
Remember, the above list is plentiful but it is far from
complete. The requisites change from piece to piece,
publication to publication and year to year.

What does not change, however, is the constant
pleasure I derive from writing. I admit that I continue
to congratulate myself on this career choice each
time I fly with an award-winning airline, step into a
beautiful hotel or ride in a limousine to go to work.

How did I get started in this somewhat fascinating
job? While my educational background includes a
Masters of Journalism from The University of
Lancaster, England, my entry into the travel indus-
try was working as a sales executive and selling
travel in the US.

Jumping into my career as a travel agent with both
feet, I became very active in the worldwide travel

community. But after several years of loving travel but
missing writing, I combined the two. Thus, my travel
journalism was born.

Since that time, I!ve written many travel articles,
some with photography, in newspapers and maga-
zines, locally in England. For six months I also
appeared as an editor for the luxury magazines sec-
tor. Over the years I have become a specialist in an
assortment of topics, writing frequently about the
things I love – tennis, spas, shopping, health & well-
ness, and exclusive travel destinations and activities.

My home is in Larnaca, Cyprus, where I live with
my two children, Ben and Tobias. My annual chal-
lenge is to take advantage of everything life offers.
The rest of the time, I travel! 

Now that I have introduced myself to you, I would
like to know more about you out there! Send me all
your news, comments and questions, or just say a
simple hello. I will be waiting to hear from you, so
drop me a line at HBooth@ttgmena.com

Deputy Editor
Helen Booth

Very best wishes for a lovely time and a successful
2010. I would like to thank you for all your support to
us during this year. 

See you at MTM in Marrakech.

Director, commercial and hotel operations, Property
Logic, David Woodward

Just a few lines to wish you all the best in these holi-
days – tonnes of luck, health, love, peace and chal-
lenging opportunities! 

International media manager, group media relations,
Amadeus, Juan Giron

Thank you for the great support. Have lovely holidays
and a very prosperous and successful year to come
with gallons of love and happiness. Still waiting for
your holiday to the East Coast!

Cluster PR manager, Hotel JAL Fujairah Resort & Spa
and Hotel JAL Tower Dubai, Bahia Kerrouche

Beloved friends, the year of 2009 has slowly but
surely moved towards its end; now it is time to look
back over the mistakes we might have made. Learn
from the mistakes and make a resolution not to
repeat it again in the coming year of 2010.                                                                                                   

To all friends who are physically away from our
hugs, but surely close in our hearts from across the
oceans, we send you our warmest greeting and wish
you a Happy New Year. 

We wish you health, so you can enjoy each second
in comfort with the love of friends and family. 

We wish you wealth so you can share with the
needy around you, and wisdom so you can choose
priorities for those things that really matter in life.
We finally wish you the best of all that you so well
deserve.

So peace be upon you always.

Manager, Asia Travel and Tourism Company, 
Jawdat Hanayshe

STAR LETTER
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What can I say about the opening of this hotel?
How to put 1,000-1,500 words together when
I have no brains left after a week of pure hotel

manic and pleasurable service fun! Sounds a bit masochis-
tic, but we are a bit different in this business. We work
long hours, we work holidays when everyone else is having
fun and, worst of all, we spend too little time keeping fit
with our family! 

Opening perceptions

An opening hotel is quite different than just simply run-
ning a hotel on a day-to-day operation. This I discovered
recently as I took over the reigns of The Address Dubai
Mall. So, you will ask me, what goes into opening a hotel? 

Let’s start with the concept which would have been most
likely on paper and about five years ago. Before that got
approved it probably took about a year and 10 meetings and
lots of going back and forth. At this stage it was just a pro-
ject run by designers, architects, contractors, builders and
workers before it really got handed over to a hotel operator
who proceeded making more changes. 

In our case, the building of The Address Dubai Mall
started four years back where no one foresaw the economic
crisis taking place. We entered the building last December
when it was still a construction site and most people wore
hard hats to walk around. Offices and a few show rooms
were ready, but nothing else. 

We had about 60 employees onboard already back in
January 2009 and we ramped up to 118 in June, to welcome
a bulk of them in July and August. In this period, we had a
team of approximately 275 who were in the building
unpacking boxes, training for over 50 hours prior to being
in contact with guests in the classroom and role-playing in
their departments. 

We received operating equipment over eight weeks non-
stop, with anywhere from four to 24 deliveries a day, mean-
ing that some deliveries could be four items up to 80,000 if
we count bits and pieces that go into a kitchen. 

There were uniform fitting sessions over 10 days and a
fashion show to top it off…we held cultural celebrations
and an evening of talent showing off, building up to what
was an amazing journey of team bonding…with a cross
functionality of employees helping each other out to put the
pieces of the puzzle together. 

It took an external company to clean the entire building
from head to toe 24/7 for two months to get the place to
where we wanted it and another to keep it safe at all times
before we could say ‘we are open’ on September 9. 

I had previously done openings as a trainer and never real-
ly done one of my own, so this was a huge bonus for me to
be extended this favour to expose myself to such a project. 

Exclusive expectations

So now that the hotel is open, what can you expect? Our
biggest advantage is to be directly linked to The Dubai Mall
and offer upto three points of entry, one being straight 
into Bloomingdale’s. We have 244 beautifully appointed 

One size fits one at
The Address

General manager, The Address Dubai
Mall, Olivier Heuchenne talks to TTG

about creating an address to remember

bedrooms, club rooms/suites (53) ranging from the smallest
room being 45m! to the 250m! presidential suite. There
are also 449 apartments that are going to come partially into
the hotel inventory whilst most of them will remain for res-
idents use solely. 

We have a mix of views overlooking the fountains, Burj
Tower and city that continue to amaze not only from the
bed, but also from the bathtub. In order to remain cutting-
edge, we have extended ourselves to offer iPod docking sta-
tions and Nespresso coffee machines in all rooms-suites.
Our bedding is only the finest at 400 thread count whilst
our top three suites offer 1000 thread count by Porthault. 

We have a world-class spa – The Spa offering
Aromatherapy Associates product and a well trained multi-
cultural staff.  It will serve exclusively for spa guests (from
inside the hotel and outside) with 13 treatment rooms
including rasul/hydrotherapy and thai massage rooms,
making The Spa a truly enjoyable Urban Spa. 

A completely disconnected building exclusively tailored for
the gym goers offers great views of the Burj Dubai and DIFC
and, if you look beyond, you will even see the World islands,
a studio for exercise classes and steam/sauna facilities.

There are two floors dedicated to meetings and events
including some outdoor space around the pool that can also
be used for events there. 

The F&B offering is quite unique with a specialty open
kitchen restaurant offering a grill concept and bar-Ember,
an Arabic all day dining – Na3Na3 offering live cooking
and bread making, a poolside/rooftop restaurant by day,
lounge by night with eight private cabanas appropriately
called Cabana located on the third floor with private
access to the location without passing through the hotel.
We offer a signature Afternoon Tea in Karat (located on
the lobby level) adjacent to Na3Na3/Ember and at the
opposite end a great three-storey lounge called Amatista,
best known for its fine cocktails, a DJ playing Wednesday
to Friday, a cigar lounge and two bars, making it the place
to be with a direct street access.

Rudimentary location

It’s one thing to build, it’s another to open. 
The most important element about a project such as The

Address Dubai Mall is positioning. Our main objective is to
sell rooms to incoming clients mainly from the GCC,
Europe and the rest of the world, hence a great amount of
Arabic-speaking associates across the hotel, and we are tar-
geting business customers for weekdays while on weekends
we are targeting families. 

In the short time that we have been open we have seen
this work its magic. We have a lot of business guests finding
it most convenient to Emaar Square or DIFC, and there are
the groups that have enjoyed meeting in our ballroom or
meeting space or business lounge. 

Being a few feet away from the mall, we have added a
peculiar service never offered before in Dubai being associ-
ated to shopping. First is a personal shopping advisor that
will tailor four packages to choose from anywhere from two
hours to six hours to a full day of advising and shopping –

tough, but someone has to do it. 
The second element is a personal shopper – meaning our

dedicated staff will take you along Dubai Mall and shop
with you till you drop. 

So one thing is the rooms, the next is the F&B. Two 
distinct audiences as we have come to realise the guests in-
house will not always stay in the hotel to eat not if there are
over 160 outlets in Dubai Mall and Souk Al Bahar in close
proximity with its 20 units. 

So, we have positioned the offering to target the local
clientele of Dubai – those residents who will enjoy a choice
of five outlets at any given time from afternoon tea to
drinks, from brunch to even a catered event at their 
private home. 

After one is done shopping, eating and drinking there
must be a de-stress/revitalising element brought into one’s
life, hence the spa stands there for all guests – some being
residents and others from the city. 

In short...

In summary, this hotel was opened in complement to our
sister hotels, The Address Downtown Burj Dubai and The
Palace The Old Town, only to offer yet another different
experience to that customer who would be looking for all
the advantages we have to offer. 

The one thing that remains the same is the service, to cus-
tomise that ‘one size fits one’ and to ensure that our hotels
are really defined by ‘where life happens’. 

In short, it is the 42-floor limestone coloured building
that has direct access to Dubai Mall and is best accessible
from Sheikh Zayed Road direction Business Bay Bridge,
first exit on the right! 

Cheers and see you soon.

http://www.ttgmena.com/


German-born Thomas
Tapken has been
appointed as group gen-
eral manager of City
Seasons Group of Hotels.
Prior to moving to his

present position, Tapken was formerly
regional general manager for Dubai for
Mövenpick Hotels & Resorts, and has held
top positions in several international hotel
chains in Europe, Asia and the Middle East.
Having enjoyed over 25 years in the industry,

Tapken will now lead City Seasons Group of
Hotels in its drive towards flourishing as a
recognised international hotel chain. “I
thrive on challenges,” said Tapken, soon
after assuming his new role. “I am looking
forward to leading the transformation of a
successful local hotel group into an interna-
tional chain, with appropriate service stan-
dards and guidelines.” As the first step,
Tapken plans to introduce innovative F&B
concepts and enhance brand awareness both
within and outside the UAE. 

Thomas Tapken
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Best Western Doha Seef Hotel and Al Seef
Hotel, Doha have announced the promotion
of Ahmed Abdelrazek to the deputy general
manager position for both hotels. Abdelrazek
joined the hotels in 2007 as executive assis-
tant manager in charge of all operational
departments. With a total of 21 years expe-
rience in the hospitality industry in different

departments, Abdelrazek
has held various manage-
rial positions, including
those of front office man-
ager and revenue manager, with major five-
star hotel chains such as Starwood Hotels &
Resorts, InterContinental Hotels & Resorts,
and Marriott International.

People on the move

Ahmed Abdelrazek

Kempinski Hotel Ajman has welcomed 14-
year stalwart of the local hospitality industry,
Ramzy Faris, to the post of director of sales
and marketing. A Lebanese national, Faris
completed his education and professional
training in Switzerland and the US before
commencing his career in the hospitality
industry in Cyprus. Faris moved to the UAE in
1995, and has since worked in managerial,
directorial sales and marketing positions in
some of the country’s most respected hotels
and resorts. Faris commented: “Working with

a globally respected hos-
pitality group such as
Kempinski will present
greater challenges and
opportunities to further
my professional skills,
and to use them to promote the company
and look for innovative ways to grow the
hotel’s business.” Faris is a keen sportsman
with interest in tennis, basketball, swimming
and sailing, and he speaks fluent English,
Arabic and French.

Ramzy Faris

Diary of an opening 6

Director of HR, Mövenpick Hotel Deira, 
Oceana Hotel & Spa, The Royal Amwaj 
Resort & Spa, Ibn Battuta Gate Hotel, 
Dara Pinke explains the reasons behind 
a planned centralised HR service office

Rosewood Hotels & Resorts has appointed
Matthias Al-Amiry as hotel manager for Al
Faisaliah Hotel, A Rosewood Hotel, in Riyadh.
Al-Amiry joins the hotel group with 23 years
of international hospitality experience. Prior
to his appointment in Riyadh, Al-Amiry was
resident manager for The Peninsula Manila
Hotel in the Philippines, and has held man-
agerial positions with leading international
hotels and brands across Europe, Asia and
the US including Ritz-Carlton, Steigenberger

Frankfurter Hof in Frank-
furt, and Raffles Hotel
Vier Jahreszeiten in Ham-
burg. Managing director, Al Faisaliah Hotel, A
Rosewood Hotel, Peter Finamore comment-
ed: “His [Al-Amiry’s] exceptional background,
achievements and dedicated levels of service
make him the ideal hotelier to lead our team
at Al Faisaliah Hotel to greater success.” Al-
Amiry, a German national, is joined in Riyadh
by his wife and son.

Matthias Al-Amiry

Yasmine Sherif has been
assigned as the new 
marketing communications
manager for JW Marriott
Hotel Cairo. Prior to her lat-
est appointment, Sherif

enjoyed positions at Fairmont Hotels &
Resorts and Sheraton Cairo Hotel, Towers &
Casino as marketing and PR executive and
area assistant director of PR respectively,
before spending two years at Four Seasons

Hotel Cairo at The First Residence as PR assis-
tant manager. Prior to these posts, Sherif
spent 16 months at Sheraton Heliopolis Hotel,
Towers & Casino as marketing and PR execu-
tive and was a member of the crisis manage-
ment team. Sherif’s objective at her current
position is to maximise a strong and positive
image of JW Marriott Hotel Cairo, and to effec-
tively promote its various services and facili-
ties through organised campaigns and 
programmes of continuous activities.

Yasmine Sherif
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This month we’re focused on fitting out
our centralised HR service office which
is based in our employee housing. With

2,000 employees on the way in 2010, offer-
ing a central location for visas, vacation 
planning, housing issues, and just about
everything else under the sun is crucial.
Many people believe that HR solely involves
meeting with individuals, discussions of
career planning and paperwork shuffling.
But what is often missed is the planning that
goes underneath all of this.

Our service centre will be a point of pride
for our team, combining housing, employee
relations, visas, flight bookings and a truly
cutting edge-dining area. There was quite a
bit of debate about being based in the hotels
or within our housing. In the end, the con-
cept of treating employees as our guests and
offering a concierge style of service won out.
Meeting with employees outside of the
operation can often enable people to feel a
bit more comfortable and forthcoming with

how they are truly feeling.
We still have HR representatives planned

for each hotel location. Their role will involve
dealing with the day-to-day issues and chal-
lenges that occur within the operation. They
will work with the on-site executive teams
and focus specifically on the employees
within each hotel. Our service centre provides
support and a backbone of administration
that will hopefully free up the on-site HR
managers so they can spend their time talk-
ing directly with the hotel teams as opposed
to processing forms and paperwork.

Our company is known for its close, family
feel, and while we’re excited about adding
another 2,000 employees, we don’t want to
lose what attracts a number of people to our
brand in the first place. 

When I first joined Mövenpick one of the
most frequent comments I heard was ‘you’re
not just a number’. As one of the newer
members on the team, I’m determined that
we continue that legacy.

http://www.ttgmena.com/
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Ramada Hotel & Suites
Ajman announced the
appointment of Iftikhar
Hamdani as its new direc-

tor of sales and marketing. Hamdani brings
with him valuable experience spanning over
15 years in the hospitality industry. He start-
ed his career with Pearl Continental Hotels; a
leading chain of five-star hotels in Pakistan.
Since moving to the UAE at the end of 1999,

Hamdani has been developing his sales skills
with Coral Hotels’ UAE. Expressing optimism,
general manager, Ramada Hotel & Suites
Ajman, Shehab Lotfi said: “Having honed his
skills in the hospitality industry, we are confi-
dent that his solid base of experience, excep-
tional insight and initiative will prove to be
asset in furthering the goals of the company
to become a significant player in the hospi-
tality industry of the UAE.

www.ttgmena.com
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Rotana Hotels has recently welcomed three
new members to its team. Chantal Bou Daher
Najm has been appointed as director of sales
and marketing for the cluster sales office of
Gefinor Rotana and Raouché Arjaan by
Rotana, and is now responsible for maintain-
ing strategic sales planning and increasing the
sales. Moreover, Lara Daniel, with six years
experience, has also been appointed area

director of marketing and
communications, Lebanon,
while Jeanine Aoun has
recently been promoted to
the position of assistant area director of mar-
keting and communications for Rotana Hotels
in Lebanon. Aoun joined Rotana in 2004
where she held different positions in the sales
and marketing department.

Iftikhar Hamdani

Chantal Bou Daher Najm

JAL Hotels, UAE, has added two new profes-
sionals to its team; Alice Benois as the new
cluster executive housekeeper for JAL Fujairah
Resort & Spa and the upcoming Hotel JAL
Tower Dubai, and Karine Pecquet as the new
food and beverage manager for Hotel JAL
Fujairah Resort & Spa. Benois, a French
national, brings with her a wealth of experi-
ence in the luxury hotels industry and the

Gulf region, while
Pecquet, also of French
origin and who previous-
ly occupied  the position
of food and beverage
manager consultant of a five-star luxury
resort in Antigua, St. Johns, will endeavour to
carry on positioning the resort as the one of
the region’s premier gourmet resorts.

Karine Pecquet 

Mövenpick Hotel and Resort recently
announced the appointment of Omar Boujlid
to the position of general manager at the
Mövenpick Hotel & Residence Hajar Tower
Makkah; a development, comprising 1,204
deluxe rooms and suites apartments, ideally
located in the Abraj Al Bait Complex on the

Haram Court in Makkah.
Boujlid’s experienced car-
eer spans over 36 years gained in leading
international hotel chains such as Starwood,
Le Méridien, and Pan Pacific, in regions across
the world including the Middle East, Africa,
Southeast Asia and Europe.

Omar Boujlid

Media One Hotel recently
announced the appoint-
ment of Sebastien Noat
as operations manager.
Noat will be responsible

for the development and implementation 
of the hotel’s F&B concepts as well as over-
seeing all aspects of the hotel’s operation.
Noat’s immediate focus is to introduce a new

approach to food and beverage. Prior to join-
ing Media One Hotel, Noat was based in
Beijing, China, where he honed his profes-
sional expertise where he created the con-
cepts, designs, launch plans, and opening of
three different nightclubs. He has previously
held the positions of director of F&B at The
Shangri-La Dubai and at The Monte-Carlo Bay
Hotel & Resort in Monaco.

Sebastien Noat

Manager, K.P. Travel, AAref Dashtban talks to TTG
about the misconceptions surrounding Iran as a
tourist destination and its true identity as a safe and
friendly place to visit.   

Special agent

TTG: Please tell us a bit about K.P. Travel? 

K.P. Travel was founded by my father in 1974
mainly as an airline ticket sales agent.
Throughout the years it has evolved and now
we have both corporate and leisure divisions.
We arrange FIT packages to just about any des-
tination. During certain periods of the year we
organise group travel and we also arrange for a
few incentive groups that are requested by our
corporate clients every year.

TTG: What new packages do you have or plan
to introduce in 2010? 

Holiday packages are mostly in demand in the
summer months and also during the two week
holiday season for the Iranian New Year, which
is from March 18 to April 1. We are planning to
market Brazil and South Africa for this New
Year season. If the response is good, we will
continue promoting them for the summer of
2010 as well.

TTG: What are you currently promoting and
how are you implementing this? 

For the winter months, Kish Island and Dubai
are always the top choices because the weath-
er is good and also they are only two hours
away from Tehran. They are ideal for weekend
getaway packages and there is always very
good demand. We promote our packages
through advertising in the press and through
above-the-line material such as brochures and
flyers that are mailed to our customer base.
Within Iran, as the ski season is approaching,
we offer ski packages for incoming tourists
who are mainly from Eastern Europe and CIS
countries. We are planning to design a web
site to market our incoming business more
aggressively.

TTG: What are your most popular packages and
why do you think that is?

Our most popular cross border packages are for
various Turkish resorts followed by Malaysia,
Singapore, Thailand and China. This is because
either no visa is required for these countries 
or obtaining a visa is very easy and therefore
we can plan ahead with ease of mind and 

confidence. There is also high demand for these
destinations because they are affordable and
appeal to all segments of the market.

TTG: What do you enjoy most about your job? 

As the manager of the company, I very much
enjoy coaching our staff and providing the nec-
essary support to enhance customer care. I
appreciate the opportunity to actualise my
learning experience and to direct our business
towards adapting to the rapid changes that this
line of work is very much susceptible to. 

TTG: What are your top travel tips for someone
wishing to visit Iran? 

This would depend on who my clients are and
from which part of the world they are coming
to visit Iran.  Much of the usual tips are found
on the Internet such as food, currency, working
days, and tipping, etc. So rather than giving a
tip I remind potential tourists not to let the
mainstream media mar their impression of
Iran.  Iran is a very safe country to visit and the
Iranian people are very friendly and hospitable. 

TTG: How important is customer feedback to
you and what do you do when you receive a
complaint? 

Customer feedback is absolutely necessary. I
believe it is the only yardstick to measure our
service performance. We are a certified ISO
9001 organisation and we have a customer 
survey form that is given to our clients. If we
get a complaint from a customer, it lands
directly on my desk. I will initiate all the neces-
sary investigations to identify areas of possible
failure in service. Most of the complaints are
about airlines and other suppliers for which we
act as an intermediary to reflect customers 
concerns.  If the complaint is directed to us, cor-
rective measures are taken and the problem
area is discussed with the concerned staff that
may be requested to receive further appropri-
ate training. 

Customer loyalty is very important to us and
to maintain a high rate of repeat business, we
do everything possible to keep our customers
satisfied including compensation for possible
service delivery failures.

http://www.ttgmena.com/
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How did you get started in travel and tourism?

Well, it’s in my nature. I like to work in a friendly
atmosphere and I love field work and meeting peo-
ple. I never like to be desk-bound and sitting in the
office. I always believed that you could gain more
knowledge through meeting people – it’s far better
than just reading books.

I started working for American Express Travel in an
outbound department, which lasted for 15 years.
Then, because my children needed me more and
more, I decided not to travel so much and switched
from outbound to inbound.

What opportunities are presented to you by working
with Singapore Tourism Board (STB)?

STB is a very reputable organisation which is involved
in almost every big event here. By working for them,
I have the opportunity to meet people such as jour-
nalists, reporters, film makers and many more.

A day in the life of… Augustar Saleh 

Freelance local tourist guide, Singapore, Augustar Saleh talks to 
TTG about being an ambassador figure for a destination, and 
how experiencing Singapore’s vast multicultural dining options 
should be at the top of any visitor’s wish list

What are the main functions of your role?

The most important functions as a guide are to make
guests as comfortable as possible and to provide a
memorable visit to the destination. Also, we have to
provide sufficient information and a history of the
destination as well as inform them of present and
future developments. A guide is the first person a
visitor will meet when they arrive, so in that way,
we represent the country, like an ambassador.  

What are the main challenges you face and how do
you overcome them?

In any job there are challenges, and guides are the
front people that face any hiccups that may occur.
We represent STB, so decision-making is crucial.
Sometimes we encounter very demanding guests –
some who just refuse to compromise. We try to
accommodate the demand to our very best  but if it
is not possible, then we have to refer to higher
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‘The Kiss of Dolce Vita’! By sending this little note, I am sitting on a balcony of a trendy
cafe, overlooking the cosy piazza of Greve in Chianti. Greve is a popular village in the
Chianti hills and is worth a visit. The piazza is surrounded by little shops offering all
these Italian delicacies: Prosciutto, Salami, Focaccia, and much more. The air is scent-
ed with fresh bread and each shop offers food and wine tastings. 

It was always on my wishlist to see Tuscany, its beautiful surroundings and cities
such as Siena, Florence, and San Gimignano – the ‘town of beautiful towers’. And final-
ly, I am here – all thanks to one of my best friends from Bahrain who decided to get
married in one of the most exceptional spots I have ever been to; Castello di Lamole
up in the mountains of Tuscany, eight km away from Greve. No TV, no laptop, and my
mobile phone doesn’t have any reception. I don’t even need an alarm clock as a roost-
er is waking me up every morning! Fantastic! 

The entire Castello is occupied by the wedding crowd and every day we are enjoy-
ing lavish breakfasts with delicious omelettes on the terrace. Mornings are filled with
walks through the stunning hills and vineyards of Lamole or with a great trip down to
Florence – shopping and sightseeing included. Visiting Palazzo Pitti and its beautiful
gardens is a must. The Palazzo is a Renaissance palace situated on the south side of
the River Arno, a short distance from the Ponte Vecchio. 

The weather is just perfect, with sun every day, and we don’t have to worry about
what to wear – except tonight as my friends are going to have their big day: a roman-
tic wedding celebration during sunset with an amazing view of the Chianti valley that
is going to be the perfect stage – unforgettable! Arrivederci Bella Italia!

Claudia Hardt

Director of PR and communications

The Ritz-Carlton, Bahrain Hotel & Spa

Manama

Kingdom of Bahrain

A postcard from Tuscany
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authority. The long working hours are another chal-
lenge, so time management between family and job
must be observed.

What is the best part of your job?

Talking to and making friends with people from all
over the world is the thing I like best about my job.
Sharing cultures, traditions, religions and informa-
tion about their country is a wonderful opportunity.

What are the must-see sights in Singapore?

Besides the tourist attractions like Sentosa, the Night
Safari, and the Jurong Bird Park, one ‘must’ is to
experience our eateries. Singapore is a multi-racial
country with Malay, Chinese, Indian and minority
cuisines – not necessarily fine dining which you can
get anywhere else – but it is unique. You can see the
interaction of culture and how people of different
races and faith mingle, eat and live side by side. 

http://www.ttgmena.com/
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January 14 – 17
Moroccan Travel Market (MTM) 2010, Marrakech, Morocco
www.mtm.ma

January 20 – 24
Fitur 2010, International Tourism Trade Fair, Madrid, Spain 
www.ifema.es/ferias/fitur

January 21 – 28
ASEAN tourism forum 2010, BRIDEX Centre, Brunei Darussalam
www.atfbrunei.com

February 1 – 5
PATA Adventure Travel and Responsible Tourism Conference & Mart, Kathmandu, Nepal
www.pata.org

February 9 – 10
Business Travel Show, London, UK
www.businesstravelshow.com

February 11 – 14
East Mediterranean International Tourism and Travel (EMITT) Exhibition, Istanbul, Turkey
www.emittistanbul.com

February 23 – 25 
International Confex 2010, Earls Court, London, UK
www.international-confex.com

March 2 – 3 
AIME 2010, Melbourne, Australia
www.aime.com.au

March 12 – 16
ITB Berlin, Germany
www.messe-berlin.de

March 29 – 31 
GIBTM 2010, ADNEC, Abu Dhabi, UAE
www.gibtm.com

May 4 – 7
Arabian Travel Market, Dubai, UAE
www.arabiantravelmarket.com

May 25 – 27
IMEX, Frankfurt, Germany
www.imex-frankfurt.com

Exhibition calendar

AIME 2010: Now in its 18th year, the Asia-Pacific Incentives
& Meetings Expo (AIME) is recognised as a must attend
event. Set to take place on March 2 and 3, the event aims to
attract more than 3,500 trade visitors, hosted buyers, and
media and over 850 exhibitors from 50 countries showcasing
the best in destinations, products and services. 

Last year’s event broke records with both visitor and
exhibitor numbers rising sharply. Exhibitor numbers climbed
to 854, marking a 3.8 per cent increase on AIME 2008, and
trade visitor numbers grew by 15 per cent to 3,114 visitors. 

In response to demand, activities that proved popular in
the 2009 show are set to be repeated in this year’s AIME,
including ICCA’s Forum for Young Professionals for under 30s
in the meetings industry. The two-day programme is pitched
at those keen to learn more about the global meetings
industry. Speakers include senior industry practitioners from
Australia and overseas. 
IMEX 2010: The eighth edition of the international exhibition
for the worldwide meetings, events and incentive travel
industry is preparing to build on the success of last year’s
event with an increase in long-haul hosted buyers, more
exhibitors and a diverse professional education programme. 

IMEX 2010 has its sights set on continuing its strong
growth and business track record, which aims to be demon-
strated by a rise in the number of intermediaries bringing
hosted buyers to the Frankfurt show. Over 20 new buyer
groups have already been confirmed from the US, Asia-
Pacific, and the Middle East. Participation from US association
buyers is also forecast to be particularly strong this year. 

According to last year’s post-show hosted buyer evalua-
tion, a record $375.5 million dollars worth of contracts are
estimated to have been agreed during IMEX 2009, with an
approximate $1.7 billion added in the nine months follow-
ing. In response to these increases in business, and especial-
ly the rise in individual and group appointments, many
exhibitors were quick to book additional space for 2010. 

As a result, Malaysia, Sri Lanka, The Ritz-Carlton Hotel
Company, Mövenpick Hotels, Spanish Tourist Office, Indian
Holiday, Czech Tourism Authority, Luxembourg and Liberty
International are all taking bigger stands this year. 

With interest in the event soaring, key improvements have
been made to the way that IMEX’s exhibitors and buyers con-
duct business via IMEX online and especially on the IMEX
Virtual Exhibition pages of the website. The modifications have
been designed to make it even easier for buyers to locate
exhibitors they are interested in making appointments with. 
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